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Direct Mail 
Convention Issue 


py, ty 
w TO THINK 
if | 
: from ma" contacts; 
published by ™* mma 


Those who accept this trade-mark as the standard 
for their printing needs would pack a stadium. 
Remember it. It represents the diversified Mead 
brands of popular printing papers for every busi- 
ness and advertising use. 


Mead Papers, including D&C coated papers and 
Wheelwright bristols and covers, are used and 


specified in ever-increasing volume by ever-increas- 


ing numbers of advertisers, printers and lithogra- 
phers from coast to coast 

Your printer or lithographer—and, behind him, 
America’s leading paper merchants— knows Mead 
Papers for the “All Americans” they are, and for 
the fine teamwork they provide on long runs or 
short runs. Mead Papers mean business. Specify 
and use them for every job, every time. 


THE MEAD CORPORATION parce MAKERS TO AMERICA” 


Sales Offices: The Mead Sales Co., 118 W. First St., Dayton 2+New York + Chicago + Boston + Philadelphia Atlanta 
ESTABLISHED 1846 


TM. Reg. US. Pat 


MEAD MOISTRITE BOND is the low-cost, mill- 
conditioned, utility bond for 101 workaday 
uses. In white and seven distinctive colors, it 
is delivered in the famous green, moisture- 
proof package that protects it to the moment 
of use. The Moistrite line also includes 
Mimeo, Ledger, Duplicator, and Opaque. 


Advertisements similar to this, but in full color, ore 
carrying the story of Mead Papers every month 
to the 1,850,009 readers of Time and Business 
Week. Work with them, and they will work for you. 
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One way tc derive “Bigger Benefits from Direct 
Advertising’’ 
to reply. 


is to make it easy for the replier 


Reply-O-Letter makes replying easy — almost 
effortless. It pre-signs the prospect’s name for him 
— holds the reply card or reply envelope in readi- 
ness for him at all times—immediately, tomorrow, 
next week. 


The stray-proof reply card is the distinguishing 
feature of Reply-O-Letter. There is nothing to 
sign — no postage to pay. 


More than 400 major advertisers will tell you 
this easy-to-answer feature produces far more 
than ordinary letters-and-cards can or do. 


And there’s still more for you in Reply-O-Letter 
service. 


What you say in your direct mail is as important, 
surely, as how you say it! We maintain a fully 
stafled Copy and Art Department to help trans- 


late your ideas into forceful selling copy. 


We deliberately make no charge for this service, 
for we feel we have a stake in every Reply-O- 
Letter that goes into the mail. With each release, 
Reply-O-Letter is again put to the test. It must 
deliver! 

Doesn't this sound like the kind of organization 


you would like to have working for you? 


For “Bigger Benefits from Better Direct Adver- 
tising,”’ see us at Booth S..or write our nearest 


sales office. 


case history booklet just off press! Ask for your copy 


“It Was Wanted.” No charge or obligationy’ of course. 
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FINANCIAL 
RATING 


$500,000 to over 
$1,000,000 


APPROX. 
QUANTITY 


21,000 


Five hundred and fifty-five thousand carefully selected businesses . . . culled from 
more than 3 million firms in the U. S.... arranged in 5 sections representing 5 
financial groups. A test proven arrangement that allows the mailer greater lati- 
tude in working with a general business list. It permits testing of businesses of 
various sizes to determine what markets best react to his offer. It offers the 
mailer a way to pinpoint his message to the size firm he can best sell . . . while 
at the same time avoiding those who, percentage wise, do not respond to his 
effort. A truly flexible list that has proven its ability to produce consistently 
during the past few years. $15.00 per thousand (typewriter addressed ). 


CREATIVE MAILING SERVICE, inc. 


460 NORTH MAIN STREET © FREEPORT, N. Y. 
FReeport 9-2431 
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A preamble to... 


How To Think About 
Readership of Direct Mail 


The telephone rings. A sweet-voiced 
lady says: “This is Miss Jones of the 
Research Department of Blank, Blank 
and Blank Agency. Could you tell 
me, Mr. Hoke, what is a ‘normal’ 
result percentage from direct mail?” 
Such calls actually come to us... 
frequently. How could anyone answer? 
What kind of direct mail? 

Or letters come to The Reporter 
editor marked “strictly confidential.” 
A worried house magazine editor is 
faced with the total elimination of his 
long established, respected publication. 
Top management wants to cut the 
budget. Thinks the effort has outlived 
its usefulness. What can we give him 
to justify readership; or to prove how 
other similar internal arguments have 
been solved? 

An advertising manager tells us that 
his top management thinks too much 
emphasis is being placed on direct 
mail and wants to tone it down. 
“People don’t have time to read direct 
mail,” they say. What facts and fig- 
ures can we hustle up in a hurry 
to make an intelligent “brief” for 
direct mail readership? 

Occasionally we get a call from an 
executive. He is considering adding 
a “direct mail department.” Wants 
to know what results he can expect. 
How can this reporter or anyone else 
answer that question without know 
ing the whole problem? Why should 
any executive think such a question 
can be answered simply? 

Two students at the University of 
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Nebraska interviewed (as a class pro 
ject) seventy-five businessmen to find 
out how they felt or thought about 
direct mail. Some gave encouraging 
reactions to the question “Do people 
read Direct Mail?” . . . but too 
many were negative, with responses 
such as: 


“No. Too much direct mail is being sent 
nation-wide.” 

“Rural, yes; city, doubtful.” 

The volume of direct mail received in 
most homes probably results in a low per- 
centage of readership.’ 

Businessmen seldom read direct mail un 
less it is attractive and novel. 1 would say 
more money ts wasted in direct mail adver- 
tusing than in any other medium.” 

No. I receive mailing pieces about things 
[ am not interested in. Many mailing pieces 
are poorly written. I will not waste my time 
reading them.” 

“1 dishke direct mail because the returns 
seldom, if ever, justify the expense and the 
tume it takes to prepare it. Direct mail is a 
good medium if your area is widespread; 
ours 1s not 

“Not too many people read direct mail 
advertising. It must be used in conjunction 
with other types of advertising.” 

“No. Most people figure it’s just another 
advertisement of little importance. Most peo 
ple are too busy.’ 


These are business executives talking 
in the year 1952. 

An advertising agency executive, 
writing in a national business maga 
zine, criticized media salespeople (sell- 
ing space and time) for using direct 
mail. He claimed their efforts were 
futile and wasteful, and added: “After 
all, isn’t all direct mail worthless?” 


So it’s no wonder the situation ts 
contused. No wonder house magazine 
editors and advertising managers are 
constantly faced with the problem ot 
defending direct mail’s place in their 
budget. “Management” plays golf or 
bridge, or has cocktails with kindred 
souls who still think direct mail is not 
read or that “normal result percent 
ages run from 2% to 3%.” 

For that reason, we are devoting all 
the space possible in this special con- 
vention issue to the one important job 
of collecting tacts and analyzing how 
readership ot direct mail should be 
analyzed. 

Not all of you will want to read 
every word. This report to manage 
ment is “for the records.” Parts of it 
will be applicable to every business. 
Check those parts for your own busi- 
ness. Whenever you are called on to 
make a “justifying report” . when 
ever you are called on for advice about 
this problem, feel free to quote from 
these pages. We have not attempted 
to “gild the lily.” We are giving you 
the facts as we have found and con- 
firmed them. 

This report should provide a per 
manent answer for all the phone calls 
and letters. It will no longer be 
necessary to dig through the files for 
hurried tailor-made responses. 

I hope you all like the results of a 
powerful lot of digging. 


Henry Hoke 
September 1952 
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FIFTY DAMS WHERE ONE WON'T DO the job... 


that’s how Rising spares no trouble to control the flow of paper stock 
onto the machine . . . providing uniformity over the entire width of the 
sheet. And even before approaching the dams . . . the stock is thoroughly 
screened again so that not a single particle over one hundredth of an inch 


in diameter can find its way into Rising Paper. No wonder Rising is 


known everywhere as .. . Fine Paper al its BEST! 


omprehenave camera tour of the Rising operation Fine Paper At Its Best — and How It Gets That Way" . . is yours for the asking. Just write “Direct Mail Service 


eae Fine Paper at its BEST... A: 


ee At 
comes to you from the Rising Mill’ _ Je cain the scenic Berkshires 


RISING PARCHMENT (100% foo) * NO. 1 INDEX (100% Roo) * RISING BOND (25% Rog) * PLATINUM PLATE(25% Rog) * LINE MARQUE (25%, Rog) 
INTRALACE TEXT * HILLSDALE VELLUMS AND BRISTOLS (25%.  WINSTED VELLUMS AND SRISTOLS 
Rising Paper Company, Hovsotonic, Mass. 
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Address all mail to 
Editorial and Business Offices 
53 Hilton Ave., Garden City, N. Y. 
Phone GArden City 7-1837 


Volume 15 Number 4 


The Reporter of Direct Mail Advertising is 
published monthly by Henry Hoke, publisher, 
at Garden City, New York. Subscription price 
is $6.00 a year Re-entered as second class 
matter at Post Office at Garden City, New York, 
under the act of March 3, 1897. Copyright 1952, 
by Henry Hoke. 


Henry Hoke, Editor and Publisher 
M. L. Strutzenberg, Circulation Mar. ? 
Henry Hoke, Jr., Advertising Mgr. N $7 


HERE’S HOW! 


Short Notes 


An Invitation To Come 
To Washington . . . . . 11 AN ENVELOPE EXPERT is part of your planning. 


by James W. Austin CALL CUPPLES— Over one-half century of special- 


DMAA’S Washington Conference izing in envelope designs. 


Promises Big Dividends 
Envelope designs DO affect your returns. 
by Boyce Morgan 


Convention Programs . Make COMPLETE plans before you test and mail. 
Mail Advertising Service 
Association . . 
Direct Mail Adverticing 
Association ..... . 

How to Think About ONLY an envelope expert can give you the best design; 

Readership of Direct Mail . . 17 one that PULLS MORE. Call a Cupples representative 
by Henry Hoke and you'll get the best ideas, planning, design, color, 

A feature issue devoted entirely art, copy and INCREASED RETURNS. 

to a important phase of market- 
ing. A report to Management 
on what to expect from the 
different functicnal uses of di- 
rect mail. 


COMPLETE plans must include envelope designs. 


upples 


EXCLUSIVELY TO DIRECT MAIL envel CO., ine. 


erated. But in addition to thousands of regular 
subscribers, all Members of the Direct Mail 
Advertising Association receive The Reporter 


as part of the Association service. A portion ‘ WASHINGTON a PHILADELPHIA 


of their annual dues pays for the subscription. 
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Dictate letters that 


get both respect and 
action. Use Nekoosa 
Bond-—the eye-appeal 
paper that adds sales- 
appeal to letterheads 


and business forms. 


MADE IN U.S.A. 


NEKOOSA EDWARDS PAPER CO, PORT EDWARDS, WIS, 


SHORT 


NOTES 


DEPARTMENT 


THE SHORT NOTES will be short 
this month... because this is another 
special one-feature issue... similar to 
October 1951 and April 1952. We have 
crowded into the available space as much 
advice as possible on the important sub- 
ject of analyzing the readership of di- 
rect mail, Again we urge you to read 
the preamble first (on page 7) to un- 
derstand what we are trying to do. Take 
it easy when you start the feature on 
page 17. Read it in insgalments if you 
are pushed for time. Don't try to skip 
around or you'll lose the sequence. Mark 
the sections or paragraphs which may 
prove helpful later on in your own 
work. When you have finished, send us 
a letter telling what you think of our 
summer-long job of digging for facts. 
Next month, we'll go back to our reg- 
ular format... but future issues will 
amplify many of the case histories giv- 
en here. 

eee 


AS PREVIOUSLY REPORTED... 
The Mail Advertising Service Assn. 
is holding its 31st annual convention in 
Washington at the Shoreham Hotel on 
the four days preceding the DMAA 
meeting. Attendance at sessions is limit- 
ed to members or prospective members 
only... professional creators and pro- 
ducers of direct mail. Because so many 
MASA members are readers of The 
Reporter, we are printing their Con- 
vention Timetable on page 14. 


THE POSTMASTER GENERAL, 
Jesse M. Donaldson, will be the featured 
speaker at the opening luncheon of the 
DMAA Convention in Washington on 
October 8 He holds a_ controversial 
spot... and will probably use the oc- 
casion to answer criticisms of the postal 
service. Should provide plenty of am- 
munition for behind-the-scenes discussions. 
See page 15 for complete convention 


timetable. 


WHILE IN WASHINGTON at- 
tending the Direct Mail Conventions 
try to find time to visit the Post Office 


there. Two new automatic sorting 


machines (90 ft. long and 15 ft. wide) 
are being tested. They are somewhat 
similar to the Belgian system described 
several months ago. Twenty-five oper- 
ators man each machine. The operators 
are needed to spot the addresses and 
punch the buttons. The machine then 
carries the separated letters to dispatch 
boxes. Will speed mail sorting tremen- 
dously. 


|) DMAA CONVENTIONEERS will 
be sorry to learn of the untimely death 
of Horace Baker of Cleveland, Ohio on 
July 7. Horace was a familiar figure 
around the DMAA exhibits . . . han- 
dling, for a number of years, preliminary 
space sales and the servicing of exhibi- 
tors. 


[ DIRECT MAIL DOLLAR VOLUME 
for the first seven months of 1952 was 
$665,604,964 — a 10°, gain over same 
period in 1951. For July the DMAA's 
estimate was $88,664,382 — a 12'.'; 
gain over July 1951. This year's total 
should be well over the billion mark. 


} HOW MANY local’ direct mail clubs 
are in existence? Starting next month, 
we'd like to print a regular monthly 
listing of scheduled meetings. We have 
records on Boston, Chicago, Fort Worth, 
Kansas City, New York and Philadel- 
phia. Any others? Send us names of 
officers and meeting dates. 


WHAT TO DO ABOUT 
MUNISM IN UNIONS is title of 3-', 
x 8-'2 inch booklet recently issued by 
Employee and Plant Community Rela- 
tions Division of General Electric. 
Schenectady, N. Y. Worth reading. Con- 
tains record of proceedings before Senate 
Subcommittee studying subject. Copies 
are available free to those requesting 
them. 


(Continued on Page 85) 
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LEWOOD. NJ“ ENGLEWOOD 45151 


oo : ) Guild Co. 160 ENGLE STREET -ENG 
NewYork duc RRyant 9-040! 
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If you use lists, 
or if you own one, 
This is for you! 

If you're trying to find productive mailing iists of prime 
prospects for your own products or services; 
e extra revenue you can get from the 


or if you can use th 
controlled rental frog, your own lists to other responsible users; 
Then the Guild Company nen a valuable service to offer you! 
More than a half-century of uninterrupted growth is eloquent 
evidence of this organization's keen understanding of the needs of 
its clients. .-and of its awareness of the profit possibilities of 
both phases of list rental. 

If you use rented lists, oF if you want to rent yours to 


other airect-mail users. -- 
Contact, 
GUILD COMPANY 
Serving Leading Mailers 
For Half A 
Century 
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AN INVITATION 


TO COME TO WASHINGTON 


By James W. Austin, Cupital lirlines, Im 


I want to extend to all readers ot 
The REPORTER OF DIRECT MAIL 
ADVERTISING a cordial invitation 

the 35th Annual Conter 
Direct Mail Advertising 

at the Shoreham Hotel, 

October 8-9-10, 


ervboddy yets to Wash 

sooner later. In your case, 
sooner, 

unong other things, 

ior hearings and 

the business or 


no ittends one 


parties ends up by giv 
iv his track scorets and yet 
nothing m= return. 

the extensive hearing 

udvertising business ts 

wt the Shoreham Hotel 

% and 10! The whole 

idea Ss Vear 1S to give you some 

thing to take home with you some 

thing tested, practical, and profitable 

which will bring vou BIGGER BENI 

FITS FROM BETTER DIRECT AD 
VERTISING in the year ahead. 

Youll tind the National Capital 

Conterence ot the DM VA like “old 


home week” with triendly ‘shop 


talk predominant Your Program 
Committee has ranged 1 brand new 
“The Market Pla 


through which you will be abk 


eatul Known As 


st down with those tellows who 
ny om ou own yt 


vdustry inal h nal 


your own 
Congress on specifics You’ 
the personalities vou've want 
ever you first siw 
matures on multigraphe 
ind vou ll renew wquamtance 
olleagues you never 


“te tor lunch” with. 


table to table in the popular 
Intormation™ session and get the latesi 


clicks, otters that pull, lists that pay 
letterheads, envelopes, printing, 


are even more reasons why 


elves to Washington for as many 


weather, October 


fill the center spread of a broadsice 


iutumn, Washington will be 


ready to move a new tenant into 
the White House. You have an im 
portant privilege coming up in Nov 


ember your right to vote — and, 
clearly, October is the ideal time to 
inspect your Government action, 
to hold your own conterences with 
political leaders, and most impor 
tant to review the fine American 
traditions and principles which only 
the capital can make visual and 
dramatic. 
In Washington, you'll have 
portunity to inspect the “Pay 
ill post othces. You can see stamps 
being printed. And, you'll want to 
brine the Mrs. because a wonder 
tours and entertainment 
is being worked up tor the ladies. 
Sure, Tm an airline man. But, this 
tue, I don't care it you come by 
plane, rail, bus or motor bike. The 
only thing | do care about ts that 
I have the opportunity to meet you, 
face to tace, at the Shoreham in 


October. 


James W. Austin... 


Reporter's Note: James Austin is vice-presi- 
dent in charge of advertising for Capital 
Airlines, Washington, D. C. Nearly a year 
ago he agreed to tackle the difficult job 
of General Chairman of the 35th Annual 
Convention of the Direct Mail Advertising 
Association. On October 8, 1952 the results 
of his, and his co-workers, efforts will be 


recorded 
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at 
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if ek \nd or the first time you 
—a.. 195 can hear what vour “constituents 4 
think of your sales appeal through a 
panel discussion, “As Others See Di 
let's rect’ .\dvertising. 
ay Wash all direct’ advertisers will want to 
4 nvesti chimb into an envelope and address 
cays in early October as the budget 
fa. will stand. 
meets the specifications of the mest 
illuring travel circular. The scenery 
s tull-color Kodachrome. The points 
ot-interest open to the public would 
Thi 
particularly exciting. We're getting 
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The inside story of 
the list business 


There’s lots of fun in the list business. Otherwise people 
would go crazy with the detail. Every list has its own 
story — funny, incredible, ironic, stimulating, exasper- 
ating, inspirational. In the last 15 years, the use of 
rented lists has increased well over 10 fold and mailers’ 
attitudes toward lists have changed just as radically. 


Once upon a time a mailer didn’t feel he was getting 
his money’s worth for just a firm name without an 
~*) individual, and we were pretty nearly hypnotized 
into this idea ourselves until a few years ago 
when 4 lists appeared — all with firm names only — 
and every one of them paid out handsomely. Many mailers 
used all 4 lists successfully in spite of the duplication 
which exists to some extent among them. The counts 
on these run from 50,000 to 1,000,000 names and the 
rates from $10 M to $15 M. 


So it looks as though it pays to let the mail clerk dis- 
tribute the mail according to her discretion. Incidentally 
have you ever tried addressing mail to the mail clerk? 
It’s been done successfully to the secretaries who can be 
persuaded to pass on an »», enclosed letter to her 
boss. To go a little further, > aad we even have a list of 
35,000 secretaries who bought a book on how to be 
a better secretary. Anybody got a book on how to be 
a better boss? 


It’s surprising how many mailers there are today who sell 
equipment and services to small firms. One of the best 
known is a gentleman residing in Texas who sells collection 
helps and seasonal letterheads. Sometimes we can persuade 
him to address for our friends, and we will pin a _— 
on anyone who can persuade him to return the 
envelopes. Independent is no word for those Texans! 
P. S. Worthwhile to ship stuffed material down there. 


Another interesting Texan operation has accumulated 
21,000 executives responsible for human relations in their 
companies. The firm sends out a house organ which con- 
t= tains some of the best advice on management 

. we've ever run across. A reprint of a prize ar- 
ticle for you if you say the word. The recipient list 
is addressed very quickly at $15.00 M. 


2 other firms sell small duplicating machines for print- 
ing post cards. One of the lists released several years 
ago has been mailed to many, many times, and the 
other list is still fresh. The ir users of these little 
printers include all sorts of firms — small and 
large — who want to get a message across effectively 
and cheaply. Both lists come on labels at $13.50 M. 


Another firm has done a bang-up job of selling a 
$6.95 envelope sealer to 40,000 customers entirely by 
mail. As all of you know, it isn’t easy. The list is available. 


Bet you didn’t know we had it! A little list of 
5,365 people who are worried about what is Hj 
going to happen to their money when they die. This 


kind of person is so responsive to financial offers that 
one firm used it 6 times in 1 year. 


On the other hand, we have a list of 175,000 people 
who want to know how to make money without going 
to work. In spite of such a wholesome attitude enough 
of them were persuaded to go out and work as agents 
for several firms who sell this way to make the 
mailings pay. These ladies are open to more 
persuasion from you. 


Now comes the newest phenomena — credit. Closer scru- 
tiny of deductions for entertainment by the tax man has 
helped create a new kind of business. 3 or 4 have already 
popped up and the end isn’t yet. The membership lists 
of these credit clubs run from 50,000-75,000 each. The 
boys on these lists welcome , any proposition charge- 
able to business expense ss since Uncle Sam gives 
them around 40° discount. 


Talk about duplication among lists, the greatest pro- 
bably occurs with gift lists. It runs frem 30% 
to 50°. Maybe that’s why a couple of new West 

Coast gift lists have recently produced an unusually 
high response. The quantities are 80,000 and 140,000. 
Another western gift firm with a little different slant 
offers imported merchandise. The owner travels every 
year all over the world — even behind the Iron Curtain, 
Africa and Asia. He knows how to live at home, *2) 
too. His climate is so mild and even, that a 
beautiful flower garden with a fountain make the 4th 
wall of his living room. 100,000 active customers keep 
him pretty busy, too. If gift lists aren't producing the 
way they used to, how about trying half a dozen of the 
new ones we have? 


One of the large magazines appealing to a cut above 

the average audience has been using the obvious sources 

of names of scientists and engineers. After a while they 

find these easily available names get worn a little thin. 

So we have undertaken to get some of the more 

difficult ones. So far we have collected over 
50,000 of them and they are beauts. How 
about biting into a nice hunk? 


34,000 mechanical engineers are being cleaned up right 
purty now, too, and we 45%) invite you to give them 
a whirl. These babies have —*» a 25% turnover a 
year, so catch them while they can be reached. Few 
engineers work for less than $7500 a year now. 


To turn to the lighter side of life, did you know there 
is a list of 67,000 men who spend hundreds of dollars 
ka just to make themselves more comfortable and 

* handsome while they hunt and fish? Those may 
be fightin’ words to the owner who is a real outdoor fan, 
but he sells down-insulated jackets and sleeping bags which 
put the Waldorf-Astoria to shame. More of these customers 
pay over $100 for something than under. These are no 
ordinary anglers. They subscribe to financial ser- -\/ 
vices, read business magazines and treat them- * ¢ 
selves right good generally. 


Well, that’s all for now folks. If anything excites your 
interest, just run fast to the phone and call Murray Hill 
6-2454. Names Unlimited, Inc. will answer just the 
minute it rings. If you insist on writing, the address is 
352 Fourth Avenue, New York 10, New York. 
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DMAA Washington Conference 
Promises Big Dividends in Ideas 


By Boyce Morgan 


Those who have despaired ot ever 
getting anything practical out ot Wash 
ington—and there are some—may be 
in tor a surprise. 

While the political epithets are 
hurtling about elsewhere, the 35th 
Annual Conterence ot the Direct Mail 
Advertising Association is going to 
move into the national capital's Shore 
ham Hotel on October &, 9, and 10. 
And, if this convention doesn't turn 
out to have the most practical, down 
to-earth, program put to 
gether in 
boys in Washington will crawl under 


realistic 
a long tmme, some of the 


a stamp. 

The brass tacks have been getting 
a workout at DMAA conventions 
ever since the New York meeting in 
1950. That year, Henry Hoke and 
his program commiuttee sponsored 
something new in conference tech 
niques — the “Circles of Information.” 
The “Circles” are round tables, each 
manned by well-known experts in 
some phase of creating or producing 
direct advertising — copy, ofters, lists, 
letterheads, printing, envelopes, paper, 
layout, art, pictures, postage, etc. 

The “Circles” enable each delegate 
individual 


to enjoy in one room 


conferences with people he would 
otherwise have to spend hundreds ot 
dollars on travel tickets to meet. The 
direct mailer sits down to tind out 
what to do with the problems that 
are bethering him — not to listen to 
what somebody else ts doing with a 
problem he doesn't have. There's a 
lig difference. 

So, naturally the “Circles” hav « 
just had to be maimtained ever since. 
at Washing 
Thursday 
morning, October 9% under the able 


Helen EF. 


ern manager tor the George R. Bryant 


And you will find them 
ton’s Hotel Shoreham on 
supervision of Tarbox, east 
Company. 

But, for the 1952 convention, An 


thony R. (Andy) Gould, business 


manager of U. S. News and World 
Report and chairman of the program 
committee, has trotted out several 
brand new boxes of brass tacks —1n 
cluding one item that we hope will 
live torever. 

direct advertisers have 
been attending without 
getting enough opportunities to en 
gage in “shop talk” with men and 
women in their own lines of business. 
Maybe a few magazine fellows have 
found a moment to sneak out for 
dinner together, and the insurance 
men have gathered for a “quick one” 
before the next speech on the agenda. 
But, by and large, this top reason for 
coming to a convention in the first 
place has had to be sandwiched in — 
and many a man has gone home dis- 
appointed that he didn’t get to chat 
with that fellow from the Weed Seed 
Co. whose offers he has often ad- 
mired and wondered about. 

So, Andy Gould decided to move 
this motit into the program itself — 
on Friday morning, October 10 — un 
der the ttle of “The Market Place.” 
partition off some 
titles, 


For years, 
conventions 


He figured he'd 
booths, labeled with industry 


and let the kinfolk gather tor a pri 
vate confab, with a discussion leader 
present to steer the questions and 
answers. And he appointed H. C. 
(Hank) Henderson of McGraw-Hill 
Publishing Co. to draw up the blue 
print. 

As a result, you will get together 
with the 
in the West 
ing —and you will receive a big wel 
come whether you have ever met any 
of them before or not. There will be a 
“conference room” for the sellers of 
gifts and housewares, of business and 
financial services, of drugs and phar- 
maccuticals, of printing and supplies, 
of foods, of books, of business and 
trade publications, of consumer mag 
azines, of consulting services, of radio 
time, of newspaper space, of associa- 
tion memberships, of insurance, ot 
seeds and nursery products, of educa- 
tion and correspondence courses, otf 
mutual funds and investments. 

Fund raising will have a booth. So 
will hotels and resorts. And, manu 
repres 


practitioners in your field 
Ballroom Friday morn 


facturing will have several 


enting direct selling to other manu 


facturers, to wholesalers, to dealers, 


Boyce Morgan 


Reporter's Note: Boyce Morgan's name is 
well-known in direct mail circles. Formerly 
with Kiplinger. Now a consultant in Wash- 
ington (1025 Connecticut Ave., N. W., Wash- 
ington 6, D. C.). As a DMAA vice-president, 
he has acted this year as chairman of the 
Convention Steering Committee. The results 
of his enthusi and st 


dent at the Shoreham on October 8, when 


ing will be evi- 


the convention opens. 
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to field salesmen, and to consumers. 

The practical character of the 1952 
Washington Conterence ts also evi 
dent in other sessions. For instance — 

You're going to find out how your 
eftorts look to the other fellow through 
a panel discussion chairmanned | by 
Leonard Raymond, president ot Dick 
ie-Ravmond, Boston, on Wednesday 
afternoon. 

“As Others See Direct Advertising” 

that’s the title —and we'll get the 
viewpoint ot management (the boss), 
the advertising agency (which may 
help prepare it), the consumer (the 
target), and finally of the direct ad 
vertising industry itself. 

On Thursday afternoon, there will 
be concurrent “work shop” sessions 
one on industrial direct-advertising 
without-an-order-form under the lead 
ership of Frank Gerhart of American 
Type Founders, the other on mail 
order with Whitt Schultz of North 
more’s Home Products (Highland 
Park, Ill.) serving as the ring master. 

The mail order meeting will dis 
cuss the effectiveness of the original 
offer (getting the lead in the shop 
in the first place), ways and means 
of converting that lead to a regular 
customer, and methods of building 
up volume of sales per customer. 

Managers of small business enter- 
prises — men who have been won 
dering what direct mail will do for 
them, how and when to use it — will 
get a “short course” on the subject 
on Friday, the closing afternoon, when 
the Washington Advertising Club 
stages a seminar. Stuart Armstrong ot 
National Radio Institute is in charge 
ot this session. 

All in all, then, it’s certain that — 
wonderful as the Washington scenery 
is —there’s more than a travel reason 
for invading the capital on October 
8, 9, and 10. There's an economic one. 
In tact, the real question is whether 
you can attord not to be there. 

And direct advertisers who are in 
terested in public relations will be 
glad to know the American Public 
Relations Association convention goes 
on the boards at Washington's May- 
tlower October 13 and 14 —the fol 
lowing Monday and Tuesday. For 
P. R. men, DMAA and APRA is a 


good week's package. 


What this country needs 
is fewer people explaining 
what this country needs. 
From: “Imp,” h.m. of Orville FE. Reed, 
Howell, Mich. 
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How much does your art work cost? 


One of the most important factors the architect must consider when designing a structure, large of 
small, uw the ever umportant question of cost Will the expenditure allow a magnificent structure; or 
without sacrifiang 


does a limited budget make it necessary for him to plan a smaller undertaking 
essentials? The same is true of your advertising art work. For cxample, un this advertisement are 
two drawings of the Supreme Court Building. The larger one showing all the details of the building 
took long hours of patient work. The sn ler one in the circle involved no less care but was done 
in a fraction of the time. When I design a folder, letterhead or other mailing piece you can have 
confidence that I will recommend art work that will fit your budget. From my studio at home in 
the New Jersey suburbs I am giving personal attention to the designing and illustrating of advertising 
pieces of all kends tor chents in all parts of the country. Would uu like to see samples of my 
work? Just write on your business letterhead, please, and ask for my booklet 
RAYMOND LUFKIN, Design, Illustration and Typography BY MAIL 


116 West Clinton Avenue, Tenafly, New Jersey, Telephone Englewood 3-4860 
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2 to 8 copies 
with ONE typing 


No Machines, No Stencils, 
No Attachments 
Use any typewriter ! 


send 
FREE sample ot | Firm 
your TIME & LABOR 
saving ‘CARBO Address 
SNAP” addressing 
labels. Ci Zone. State 


11 Stone St. 


BOwling 
John J Patatro, President 


MASA 


PROGRAM 


OCTOBER 4 TO 7, 1952 


Shoreham Hotel, Washington, D.C 


\ poeakeri« convention} 


Program Committee Co-Chairmen: Lewis L 


Fink, 


Lewis Adv. Co., Baltimore and Paul 


Krupp, Advertisers Mailing. Les Angeles. 


SAT 


Evening 


SUNDAY 


MONDAY 


Red Badge Meeting 
rst-timer 
Knowledge 
wat tabi« to 
Five he b 


Circh Intormation 
expert coun 
Get-acquainted — luncheon In 
Rabb: Norman Gerstenteld, 
Washington ilebrew Congregation 
Welcoming address Dal Elkins 
Washington, D. C., General Chairman 
Introduction of officers: Mayer Felden 
Philadelphia, MASA President 
Jennings Randolph, 
Capital Airlines, Wash- 
formal 


hemmer 
Guest speaker 
Asst. to pres., 
ington, C (The only 
specch” of entire convention) 

pm Fountains of Knowledge Five 
additional subject sections headed by 
expert counsellors 

) pum Annual Business Meeting. Elec- 
tion ot Directors 

Washington Chapter party tor all 


delegates 


October 5 


m Mimeograph Exchange 


Hawk, Canton, Ohio 


man, Jerr 


im.—Small Shops Exchange: Chair 


man, Luise Storz, Chicago 


Exchange 
Boston 


('ttset 
Andrew D'Eramo 
pam Chapter Otters luncheon 


Charman, Ralph Harris, Philadelphia 
Sightseeing Bus 


Television broadcast 


(ketober 6 


Early Burd breaktast Ideas tor 


One Moderator, Roy Rylander, 


Panel members: Merrill Bur 
Minneapolis; Alice Cabral, Bos 
Robert Eastman, Ithaca, N. Y 


Chairman, 


Evening 


TUESDAY 


11:00 a.m Mail 


MAYER FELDENHEIMER 
MASA President 


Worth 


Make Money on vour Manling 


ns Moderator, Ed M. Pittn 


p.m.—Luncheon open for private get 


togethers 
Moderator, 


Chicago. Panel members 


p.m Ottset Operations.” 
Harry Levy 
Maver Feldenheimer, Philadelphia: Lou 
Hinderstemn, Detroit; Hal Mitchell, San 
Francisco; Wilham Wahl, Buffalo 

p.m Rudiments for Successtul Cam 
Chairman, Lewis Fink, Balu 
Merral Fox, 


Balumore; Eric Smith, Los 


Paigns 
more, Panel members 
Angeles 


Washington Chapter entertainment 


October 7 


am Equipment What, Where, 
When to Buy.” Moderator, Alan Oglan 
der, St 

Eramo, 


Louts, assisted by Andrew 


Joston, and others 


Order Selling Chau 
Baluumore. Panel 
Towson, Md 
Brown, Fort Worth: Ralph 


Winter Haven, Fla 


man, Lewis Fink, 
members: Alan Dugdale, 
M. P 
The 
Charman 


p.m.—Closing luncheon 


Lewis Fink, Baltumore Convention 
Summarie by new and old mem 
ber Presentation of Miles Kimball 
Award by John Kane, New York 

Sessions. (1) Marling Opera 
Chau 


2?) Determining Costs: Elias 


ton ad Pittenger, Chicago, 
man ( 
Roos, Milwaukee, Chairman 

Robert Crawiord 


(3) Own 
Akrow. 


Addressing 


Advertising 
Chairman: (4) Automatic 

Jack Kane, New York, Chairman; (5 
Creatwe Planning, Claude Grizzard 
wa, (harman 


Adjournment 
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—. HARRY WOODLEY 
DMAA President 


Program Committee Chairresa: Anthony 
R. Gould, business manager, U. S. News 
& World Report, Washington, D. C. 


WEDNESDAY 


Opening wheon 
ession Presidin 
DMAA Pres 


Gen. Chairman 


Ameria 

Paul T 

urman ot th Stan 

oor's Corp. New York 

United Business Service 

os or Advertising Agencies 

Garrit Lvdecker (v.p.. Hewitt, Ogilvy, 

Benson and Mather, New York and 

London) for Consumers: Charlotte 
Montgomery (Tide Magazine) 

Annual DMAA business meeting 


5-00 p.m.- 


6:00 to p.m.—Get-acquainted _ party 
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DMAA 
PROGRAM 


OCTOBER 8 TO 10, 1952 
Shoreham Hotel, Washington, D. C. 


PHL RSDAY—Orctober 
1. New The popular 
session Moderator 
(kastern maer., George 
New York). More than 
at a counselors 


complete list 
private meetings 


Two concurrent sessions (1) 
Mail Order and (2) Direct Mail Adver 
tung. (1) Maal Order Session Modera 
tor: Whitt N. Schultz (pres.. North 
more Highland Park, IL). Three 
consecutive pane Making the First 
Am roa h 

ck (Schwab and Beatty, New 


Chairman, James t 


Hiow to Convert the First 
into Valued Customers,” Chair 
Tillotson (pres., Modern 

it, North Kansas City) What 
old to the Customer 

» the Basic Item Chairman, 


Sne! (pres., Dreer’s, Phila 


ing 
ther experts participating. 
Broadening scope ot Direct’ Advert 
tusing. Chairman: Frank Gerhart (adv 
prom. mgr American 
Elizabeth, N J.) assested 
perts who wall describe them 
pes of direct 
tnal, mer 


onsumet 


Henderson 


McGraw- Hh 


p.m.—Closing luncheon Presiding 
DMAA President-elect. Introduction of 
new DMAA officers and directors 
Featured speaker: Frank W. Lovejo 
(marketing and sales executive, Socony 
Vacuum Oil Co., New York.) 

p.m.—A clinic on the use of direct 
Maderator 


Stuart Armstrong (National Radio In- 


mail by small business 


stitute, Washington, D. C.) 


5:00 p.m.—Adjournment. Exhibits closed 
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Another 

DARTNELL handbook 
for sales and 
advertising executives 


SALES 
PROMOTION 
HANDBOOK 


(2nd Edition) Revised 


1,100 Pages of Successful 
Sales Promotion Techniques 
like these: 


New Business Development 
Sales Promotion Organiza- 
tion 
Bud ret for Sales Promotion 
Sales Promotion Campaigns 
Sales Leads and Inquiries 
Sales Promotion Letters 
Letter Improvement Pro 
grams 
Catalogs and Price Lists 
Sales Promotion Literature 
Sales Manuals 
Portfolios and Visualizers 
Mailing Lists 
Customer Service Programs 
Sampling and Coupon Pro 
motions 
Introducing the New Pro- 
uct 
Regardless of the type of pro- 
duct or service you sell, you will 
find many profitable ideas you 
can apply to your sales program. 


Price: $12.50, plus postage 


THE DARTNELL CORPORATION 


4660 Ravenswood Ave. 
Chicago 40, Ill. 
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Five factories and over 100 sales representatives are equipped to handle your 
usual and unusual . . . envelope requirements. Write us your needs today 


"Tension Envetope Corporation 


S22 FIFTH AVENUE SOO! SOUTHWEST AVENUE '2@ NORTH 2ND STREET 
WEW YORK 36. N 10 MISSOURI MINNEAPOLIS MINN 


1912 GRAND AVENUE 19TH AND CAMPBELL STS 
OCS MOINES 16 10WA KANSAS CITY 6. MISSOUR?D 
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This report is not a defense of direct 
mail. It has not been prepared with 
any chip-on-the-shoulder attitude. This 
report is simply a sincere ettort to 
place before management facts and 
figures which will clear up some of 
the confusion surrounding direct mail. 

Perhaps the easiest way to answer 
the question, “Do people read direct 
mail?” . would be to quote from 
growth figures. And then stop. The 
generally accepted annual dollar vol 
ume figures (spent for direct mail) 
read like this: 


1920 $ 194,119,024 
1930 338,431,300 
1940 378,768,215 
1949 863,989,380 
1950 _ 918,660,480 


1951 —  1,056,296,826 

The answer would then be: Direct 
mail would not have grown so enor- 
mously in thirty years if it had not 
been read . . . if it had not been 
successful. The people who are spend- 
ing more than a billion dollars a 
year for direct mail (paper, envelopes, 
printing, processing, handling, postage ) 
are not crazy. They must know what 
they are doing. But that answer is 
too simple. It is defense . . . not proof. 
From here on, we'll give you easily 
understood explanations. 

We will try to condense into one 
volume the essential facts and figures 
which make the overall picture ot 
direct mail easier to explain to others. 

First: let’s be frank about the whole 
problem even if we step on a 
few sacred toes. Let's try to find out 
how the myths got started . . . “people 
don’t read direct mail” or “people 
get too much mail” or “2% response 
is normal for direct mail”. Let’s try 
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How To Think About 
Readership of Direct Mail 


By Henry Hoke 


to find out if the people making these 
statements know what the term “direct 
mail” really means. 


The Reason for Confusion 


There has been altogether too much 
bunk and ballyhoo handed out in 
classrooms, in books and on conven 
tion plattorms about so-called “tested 
methods.” And statistical results trom 
direct’ mail efforts. The reason for 
the bunk is that the speakers or 
writers do not define exactly what 
uses or types of direct mail are in 
cluded in the method suggested or 
the results achieved. 

Once upon a time, I ran into a 
printing salesman who carried in his 
pocket a long itemized list showing 
the formats, styles, wording, etc. which 
“will work best.” He recommended 
them to his customers. But he didn’t 
realize that all these rules applied (with 
exceptions) to the mail order type of 
direct mail . . . not to other types. And 
sometimes not even to some types of 
mail order promotions. 

So before we attempt to analyze 
the varying response to direct mail... 
let’s try to hammer home a few simple 
facts. There are two major points con 
cerning direct mail which cause the 
most contusion. 


1. There are four basic types of di 
ect mau. Unless you understand them, 
you will be confused by the hokum 
about anticipated percentage 
of return and readership. The four 
types of direct mail are: 


results, 


a. PERSUASIVE. This is the type of 
direct mail where you want or need 
some immediate action. It not only 


includes “mail order” where you de 
sire an actual order in response, but 
it also includes those cases where you 
want an inquiry, a request for a book- 
let, a contribution to a cause, a correc 
tion on the mailing list, or a reply to 
a questionnaire. In this type of direct 
mail testing may be very important, 
whereas “testing” might not be appli- 
cable to other types of direct mail (ex 
cept over a long period of experience). 
With persuasive direct mail your results 
depend to a great extent on what kind 
of action you want your persuasion to 
induce. It is in part of this division 
of direct mail that the myth of “2% 
normal returns” got started. 


b. INFORMATIVE. The rules or meth- 
ods for persuasive direct mail usually 
do not apply here. You are giving 
information which eventually 
materialize in sales or future action. 
Your actual readership is hard to 
determine because the information you 
give may be filed for future reference 
and action. magazines, for 
example, can be classified under this 
type of direct mail (or in the next 
type described below). The majority 
of external house magazines are de 
signed to be informative. Readership 
can only be determined by surveys or 
by the “feel” of readership respon 
siveness. 


House 


REMINDER. this classification 
come those forms of direct mail which 
do not ask for immediate action. 
Readership or results can be determined 
only over a long period, based on 
annual sales or other elements which 
determine the success of reminder con 


tacts. In this type of direct mail you 
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SAVE TIME 
AND MONEY! 
TIE BUNDLES 

AND PACKAGES 
THE EASY WAY 
WITH THE FAMOUS 

SAXMAYER 
NO. 6 TYING 

MACHINE! 


Latest addition to the SAX- 
MAYER line is this highly efficient 
general purpose machine especi 
ally suited for tying such things 
as mail in direct mail depart 
ments Using either twine or 
tape, it ties all shapes and sizes 
of packages up to 6 inches high 
Attractively finished in enamel 
with white porcelain top. Legs 
furnished slight additional 
cost 

Whatever your tying problem 
there's a SAXMAYER to meet 
your requirements Write for 
lustrated folder describing 
standard SAXMAYER lodels 
serving over 100 different in 


dustries 


DEPT. A 


NATIONAL 
BUNDLE TYER COMPANY 


Blissfield, 
Michigan 


can usually throw most of the “tested 
methods” out the window. You cannot 
base your strategy on what others have 
lone. Here you use house Mayazines, 
blotters, calendars, gifts, gadgets, cor 
dial contact letters, news bulletins . . . 
solely to keep your customers and pros 
pects reminded of vou. Even though 
in most cases you cannot determine 
the exact readership, this type of direct 
mail may have a bearing on the re 
sults you obtain trom a_ persuasive 
piece mated alter i long series ot re 


minder pieces. 


d. UTILITY. Here is a type of direct 
mail on which you can get no reader 
ship statistics even though the in 
dividual utility units may have some 
bearing on the results obtained from 
other types of direct mail. Under utili 
ty, you should consider carefully your 
order forms, reply envelopes or cards, 
instruction folders shipped with your 
product, the bulletins issued to your 
dealers telling them how to use the 
direct mail turnished to them. In some 
cases, the catalog can be called a utility 
piece (tiled tor tuture reference). All 
these utility pieces are important. 
Readership can only be determined 
by tinal overall results achieved. 
Once you get a clear cut understand 
ing of those tour basic types of direct 
; there will be less confusion 
in vour own mind and in the mind ot 
management about the readership and 
the resultfulness of direct mail. You 
wont make SO many mistakes in your 
direct mail work . . . such as using 
a mail order style format when perhaps 
vou need automatically typed personal 
letters or a house magazine. 


2. The other point which causes the 
most contusion about the readership 
or the ettectiveness of direct mail is 
a lack of understanding about the 
basic uses or functions of direct mail. 
Nearly everyone is acquainted with 
the list of 49 ways to use direct mail 
publicized since 1933 by the DMAA. 
There is no need to repeat the list 
here. It covers practically every con 
cetvable usage of the mail for making 
contacts. (A chart containing that list, 
with other supplementary material, 
can be obtained trom the DMAA, 17 
East 42nd St.. New York 17, N. Y. 
for $1.) 

It is simpler and more understand 
able to combine or group the 49 
usages under six basic headings. Here 
ire the six functions of direct mail... 
the six reasons why you or anyone 
else uses mail contacts to intluence 
other people. 


a. To obtain actual money or orders 
(such as selling a product, or a sub 
scription to a magazine, or obtaining 
contributions to a cause). Persuasive 


direct: mail. 


b. To create more ettective personal 
sales contacts (such as paving the way 
for salesmen or getting inquiries tor 
salesmen’s calls). Persuasive, reminder 
or informative direct mail. 


c. To bring persons to you (such as 
customers to a retail store, or visitors 
to a plant, or audiences for a display 
or entertainment). Persuasive or re 
minder direct mail. 


d. To influence thinking of groups 
(such as informing architects or en 
gineers about a product, or influenc 
ing doctors or dentists to prescribe a 
pharmaceutical product). Informative, 
reminder or utility direct mail. 


e. To carry on research and market 
surveys (or in other words, to secure 
or learn tacts avhich will help in build 
ing other types of tunctional direct 
mail material). Persuasive or utiity 


direct’ mail. 


t.2To secure action trom the pros 
pects (such as opening an account in 
a bank, or requesting an ottered book 
let). Persuasive direct mail. 

Fach of those six tunctions listed 
thove is ditterent. Some can interlock. 
requires different thinking and 
ditterent treatment. How can anyone 
set_ up any standard rules of tormat, 
or any detinite formulas for readership 
or anticipated returns for all direct 
mail when tor the specific type of 
function you may not need any im 
mediate returns? You may have no 
way of telling until some subsequent, 
conclusive effort, what the readership 
is of any particular piece. 

In other words . . . the subject of 
“direct mail readership” need not be 
contusing if in your thinking and 
planning you know detinitely (1) what 
type ot direct mail you need and (2) 
tor what basic function. If it is neces 
Sary at any time to prove to top man 
agement the necessity for, or the re 
sulttulness of, vour direct mail effort 

you should define exactly what 
each part of your direct mail effort 
is intended to do. And if you quote 
statistics or case histories from the 
results of others, be sure the cases 
quoted correspond as closely as pos 
sible to your own overall problems 
your own types of direct mail used, 
and your own functional uses of 
those types. 
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swap 
ideas 


Match your advertising 
ideas with these — 
and win a $50 Bond! 


Want to be sure 
your letters are answered? 


Here's an idea that may increase your re- 
turns on inquiries and save a great deal of 
time, too. Our Lignum -Vitae-Grams 
are attached to tile copies of all letters on 
which we want to receive a reply. Two 
copies are put into a tickler follow-up 
file. When the tickler file brings up the 
correspondence on a date designated and 
there has been no answer, then the ‘Lig- 
num-Vitae-Gram" and file copy is mailed 
to the company or party to whom we 
have written. (If we get an answer before 
the tickler date, we destroy the Lignum- 
Vitae-Gram.) Experience has proven over 
many years that we get a greater percent- 
age of replies by using the Lignum-Vitae- 
Gram instead of a regular typed letter to 
follow up. Substitute your own company 
name, and this idea may help you, too! 


Samuel E. Gold, Sales- Advertising Manager, 
Lignum-V itae Products Corp., 
Jersey City, N. J. 


Are you in the dark 
about printing papers? 


If oo all look alike to you, there are 


several simple rule-of-thumb tests to help 
you determine or compare qualities. For 
example, to distinguish a true coated 
sheet from an uncoated, tear the sheet at 


an angle to obtain a broad featheredge 
surface. Draw the edge of a silver coin 
over both surfaces. If the stock is coated, 
the coin will make a black mark that will 
stop at the featheredge. Or — scrape the 
surface with a penknife; the coated sheet 
always powders. But the best test of all is 
a comparison run on an actual printing 
job. For instance, test Kimberly-C lark 
Hifect* against any premium - priced en- 
amel and you'll see dramatic proof that 
Hifect is your best buy for fie printing 
jobs. But you may not agree Hifect 1s 
that much better—until you discover, of 
course, the amazing difference in cost... 
up to 20% /ess for Hifect ! 


Attaches labels to printing plates 


We've discovered that by attaching an 
identification label to our printing oleu, 
we help everybody. We send our suppliers 
a label with our firm name and all perti- 
nent information on the individual ad— 
which they in turn attach directly to the 
printing plate. A simple procedure—but 
we've found it works wonders ! 

L. M. Allen, Traffic Manager, 

Oakleigh R. French & Associates, St. Louis, Mo 


You don't have to be a mechanical genius 
to know a good offset paper when you 
see one! All it takes is 10 minutes on the 
press with Lithofect* Offset Enamel —the 


slick, low-cost sheet that —_ for noth- 
ing, prints like a million dollars! You'll 
discover, too, that Lithofect’s price lets 


you compete with the costliest kind of 
color reproduction. Ask your distributor 
about it today 


How complete is your mailing list? 
Firms wishing to check or increase their 
customer prospect lists for direct mail 
advertising can often do so quickly and 
without cost by swapping their lists with 
those of the trade papers serving their 
field. This is particularly true in papers 
with controlled circulation. We, as pub- 
lishers, welcome such trades since it aids 
us as well as prospective advertisers, and I 
know of at least half a dozen other publi- 
cations which do the same. 

Hugh Robinson, Advertising Department, 

Urner-Barry Company, New York, N.Y. 


Do you have an idea to swap? 

Tell it to Kimberly -Clark! 
All items become the property of Kim- 
berly-Clark. For each published item, a 
$50 Defense Bond will be awarded to the 
sender. In case of duplicate contributions, 
only the first received will be eligible for 
an award. Address Idea Exchange Panel, 
Room 239, Kimberly-Clark Corporation, 
Neenah, Wisconsin. 


© Products of 


Kimberly- 


; 
| 
| 
| 
| 
f 
| 
COME 
Or nec s par ofr al 
© ARK CORF 


100 MILLION 
ENVELOPES... 


How long would it take to hand 
type 100,000,000 envelopes? 


It would take one girl 66,666 days 
... 10 girls 6.666 days .. . 1000 girls 
67 days... we could go on. But one 
thing for sure — it would be a monu- 
mental job for just a handful of 
people. Imagine tackling a stack of 
envelopes 12 times higher than the 


Empire State Building! 


Yet our country’s biggest mailers de- 
mand services that can turn out hun- 
dreds of millions of typed envelopes 
in short order. It’s a job for special- 
ists . . . for specialists who can or- 
ganize unlimited numbers of typists 
in a matter of hours. 


Such is our business. It would take 
us but a week to turn out 1,250,000 
envelopes. So if you're having prob- 
lems getting your mountains of mail 
We'll go to 


work right away and whittle your 


addressed, call on us, 
mountains down to a mole hill. 


m. victor, addressing 


130 Flatbush Avenue, Brooklyn 17, New York 
Sterling 9-8003 


The next logical step in this “How 
to Think about Readership” outline is 
to give you quotable, reliable opinions. 


Opinions of Experts 


What do some of the serious thinkers 
in the advertising field feel about this 
problem of “direct mail readership”? 
We will give you statements from 
informal letters or published articles. 
Quotations from these opf@ons should 
prove helpful in making individual re 
ports to management in those cases 
where “management” doubts the value 
of an existing or proposed direct mail 
program. 


John and Bill Yeck 
operate a success 
ful agency in Day 
ton, Ohio. Both 
have written nu 
merous articles a 
bout direct mail. 
Both are active in 
advertising club 
and association 
work. John is a member of the DMAA 
Board of Directors. A recent letter 
expresses his thoughts about “reader 
ship.” 


obasic position on 
“Readership of Direct Mail” would 
be that readership itself is not signifi 
cant. One hundred per cent readership, 
with no action, would be wasted effort. 

In tact, we have no concern with 
readership. Many times factors which 
increase readership decrease the un 
derstanding of the message. And action 
upon it. Too much attention is paid 
to the attention-getting factors and 
not enough to conviction and persua 
sion. 

At the same time, we believe that 
direct mail is read. Personally, I be 
lieve that “everybody” reads his mail. 
In business, with the exception of a 
few abnormals, business mail is “read” 
in every instance where delivery is 
correct. I'm quoting from my own 
talks when I say “a businessman reads 
his business mail because i is Ars 
business to do so.” Where the man 
addressed does not read his own mail, 
he hires someone for the purpose. 

i do not mean, in the slightest, to 
suggest that every sentence and every 
word of every letter is read. That would 
be a bunch of foolishness. As soon as 
a businessman decides that a given 
letter is not for him, he discards it. 
That's as it should be. Whether the 
person addressed reads the entire piece 
and acts on it depends upon the prod- 
uct itself, the offer, the degree of 
“want” in the prospect, the clarity, 


believableness, and friendliness of the 
copy. 

There is some direct mail that an- 
nounces, as it arrives, “I am not worth 
reading, throw me away.” Let's solve 
the problem of whether or not we 
shall discuss that by refusing to dignity 
it with the name of “Direct Mail.” 
Let’s just talk about reasonably well 
planned direct mail. 

Anyone who says that only a small 
percentage of this “reasonably well 
planned” mail is read, is only showing 
his business idiocy. 

As you know, Bill and I are no 
longer concerned about whether or 
not we use direct mail or some other 
medium. (If we ever were.) Our en 
tire philosophy of doing business is 
that we should use the methods of 
sales promotion which are most pro 
fitable to our client. We believe that 
if he makes money, we will too. We 
use direct mail every day to do the 
work of salesmen and sales departments 
at a lower cost than any other method 
that we, or our clients, know about. 
In many cases, without complete, or 
almost complete, readership we would 
not stand a chance. 

But you didn’t want a speech, you 
wanted a tew tigures. The following 
are the best instances I know of, off 
hand, which indicate high readership 
of the mail we have sent out. [ must 
remind you, that | believe the reader 
ship was 100°, or very nearly so, on 
every piece which arrived to the 
correct addressee. 

We have just finished scheduling, by 
mail, visits of company salesmen to 
over 150 hardware wholesalers across 
the country. We used mail because, 
in the past, the company salesmen 
have not been able to get in to see, 
in many cases, the president of the 
wholesale house. They were stopped 
at the buyer’s desk. Because mail can 
go in where salesmen cannot, and be 
cause a letter from the president ot 
a company can ask for appointments 
that a_ salesman cannot, we were 
able to set up a series of conferences 
with the buyers, sales manager and 
president of most of the w holesalers. 
(Over 85% answered this letter to 
set up a conference.) 

Art directors frequently say they 
don’t read direct mail without beaut 
ful art. But we recently wrote the art 
directors of 3,200 advertising agencies 
(where the agency did not have an 
art director, we wrote the president). 
These were 3rd class, two page, multi 
graphed letters. Over 20% actually took 
the trouble to answer that letter. Cer 
tainly the “readership” must have been 
terrifically high, for only those who 
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DE ROOS... Exquisite Charm 


Faces of obvious character and great appeal. Sweeping | 
popularity is predicted for the new De Roos Roman and AB( DE FG I] K LMN 
Italic. crowning achievement of Sjoerd H. De Roos. 70, 


Dutch pe desires thee we AHCdefghijklmnopqrstu 


of lasting merit. bequeathing dignity, richness and perfect 


| 
readability to any layout. Roman, 6 pt. to 48 pt. Italic to | 1234567890 


36 pt. De Roos assures the economy of running from tough, 
hard ATF foundry type and eliminating high cost of mat- 
rices. Both faces are compatible with many other ATF ABCDEFGI! IIJKLMNO 
foundry types. Consider these new beauties for early jobs. = 

abcdefghijklmnopqrstuvw 
Sy De Roos Specimen Booklet is now ready. For your free 
copy write our Advertising Department, Desk 23. &123456 78 o@) 

AMERICAN TYPE FOUNDERS 


A SUBSIDIARY OF DAYSTROM. INCORPORATED 


200 ELMORA AVENUE, ELIZABETH, NEW JERSEY *« BRANCHES IN PRINCIPAL CITIES 
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FROM AUTO.TYPIST FILES: 


Let W. H. Phelps tell you 
how Auto-typist gets. . 


than any other Method” 


“We get more results on our direct mail when 
we use Auto-typist than can be obtained 

by any other method,” says Mr. 

Phelps. “Auto-typist has saved 

us much money and 

paid for itself the 

first six months it 

was in service.” 


Sensation uses Auto- 

typist for other money- 
saving tasks besides 

direct mail. Routine cor- 
respondence, sales, and 
contact letters — all are 
quickly and economically 
processed with modern 
automatic typing Auto-typist. 


Model 5060 
Dual Selector 
Capacity of 100 or 

more different 

paragraphs 


will get Results 
for you, too! 


Auto-typed letters retain all the atten- 
tion-getting qualities of individually dictated 
and typed letters. That's why is so 
ideal for all kinds of busi corresp e 

. sales letters, service and collection letters, 
answers to inquiries, just about every letter you 
can think of. Why not get full information today 

. see how leading firms from coast to coast 
put their Auto-typist to work. Write for our “How 
To Use” booklet. 


Mode! 5030 
Selector 
Operates any type 
writer —electric oF 
manual Permits push 
button choice of 5 to 
20 different letters 
Other models for 

every requ rement 


Mail this 


AMERICAN AUTOMATIC TYPEWRITER COMPANY 
614 North Carpenter 
Chicago 22, Illinois 
Please send me your free “How To Use the Auto-typist’’ booklet 
ond other information on the Auto-typist line. 


Nome 
Firm 
Address 
City 


were definitely interested answered. A 
second letter picked up an additional 
16°7. This was a single page, multi- 
graphed, 3rd class letter. 

Last spring, we sent a double post 
card (get that, a double post card) to 
presidents of banks and secretaries of 
Savings and Loan Associations in Ohio 
and Indiana. This double post card 
was from someone they had never 
heard of. It requested information, 
and the banker got nothing out of it. 
The answer took his time . . . con- 
centration... and called for a couple 
of simple decisions. A thumping 52.8% 
actually answered that request. What 
do you think the readership was? A 
couple of the postmarks indicated 
that the mail had followed a bank 
president on his vacation, 

Getting away from businessmen for 
a moment, let’s look at homeowners. 
We recently sent nine-question 
questionnaire (which called for aver 
age of about eighteen check marks) 
to 1,334 consumers. This questionnaire 
was printed. It went 3rd class. It did 
not have the advantage of an accom- 
panying letter. 59.8% of the people 
on the list actually went to the trouble 
of filling out the questionnaire and 
answering it. How much less than a 
100% was that readership? (I might 
mention that the list in this case was 
six to eight months old. Which didn’t 
help it any.) Almost exactly 50% of 
the people who answered that ques 
tionnaire took the trouble to write 
something down in addition to the 
check marks. 

Again, however, I must maintain 
that I do not give a hoot about reader- 
ship figures. Their only advantage is 
to “prove” high readership to busi- 
nessmen who should have their faith 
in direct mail developed in other ways. 
Direct mail is not a function of the 
sales side of business because it is 
read. It is a function of business be- 
cause it brings results. 

In our early campaign for Dump- 
crete, before they got national dis- 
tribution, the entire business was built 
on direct mail. In that case, whether 
our readership was 100° or not cer- 
tainly didn’t matter and we certainly 
couldn't prove it. (Because our per- 
centage of return was very low per- 
centage-wise.) However, the unit of 
sale was high ($1,500 and up apiece) 
and after one was purchased, others 
were usually purchased by the same 
buyer. Direct mail moved Dumpcrete 
cheaper than any other method could 
. . . and moved them at a profit. 
Percent of readership studies never 
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“No Chain is stronger 
than its weakest link..?’ 


.. and there are no missing links in a 
Donnelley produced “Mail Sales Plan! 


There is no substitute for experience! And experi- For the complete story of how Donnelley can 

ence has shown there are basic links that must be _ help you get better results from your Dealer Help 

welded together to form the complete “chain” of — Direct Mail, call or write your nearest Donnelley 

a successful Dealer Help Mail Sales Plan. Weak- _ office. ; 

ness in any one of these links can destroy the Gav by 

effectiveness of the entire plan! Here at Donnelleys .uppliers. 

we are only too aware of these important facts. 
With a Donnelley prepared Mail Sales Plan, 


you are assured of a systematic program that OTHER DONNELLEY SERVICES INCLUDE: 


welds all the vital links shown above into a pro- ® Couponing-by-Mail—an “Occupant List” of 
ductive sales aid—a plan coordinated with your over 35 million addresses, 98.4% accurate! Plus 


complete addressing and mailing service. 
other merchandising activities to further stimulate 


Contest Planning and Judging—supported 
the sales of your dealer organization. hy yonss of enpesionse in handling the nation's 


With the Donnelley produced plan, you and largest contests, 
your dealers are assured of the greatest value per e Mail- Away Premium Service—executed by 
advertising dollar spent. Donnelley experts follow an expert staff, geared to handle large volumes, 
quickly and efficiently. 

your program from its planning and creation to me 

the final placing of your mail in the hands of pros- haustive teste, untional, segienal, and tecal 
pects. Every step is carefully supervised! . . . no campaigns. 


link is overlooked! 


REUBEN H. DONNELLEY CORPORATION 
350E.22nd ST. 3056.45th ST. 727 VENICE BLVD. 
CHICAGO 16,ILL. NEW YORK17,N.Y. ANGELES 15, CALIF. 
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Typists Produce From Four 
To Five Times Their Nor- 
mal Output With Robotyper. 
Personal letters are read — 
and acted upon. Many com- 
panies have written telling of 


the amazing returns often 
more than 30°; they have 
had with Robotyped sales 
promotion letters. In all cases 
reported, Roboty ped person- 
al letters have  out-pulled 
“prot essed” letters by four 
times in many cases, up 
to nine times. The average 
cost of a ROBOTYPED.-let- 
ter is only three cents and 
it's no wonder 
One ROBOTYPER 
up to 200 letters per da 
with most of her tume fo 
other duties 
One girl—four ROBOTYPERS 
600 to S00) personal letters 


Mal coupon today for detal 
ROBOTYPER CORPORATION 
Room IM-52, Hendersonville, 
Please send me complete tacts on Roworyrty 


ethaency tor my tim 
Name 
Company 


Address: 


bothered the Dumpcrete sales mana 
ger. satisfied with profits. 
The cold fact of the matter is, Henry, 
that I'm not worried much about these 
people who “don’t believe in. direct 
mail.” I'm willing to work with the 
ones who do. There's such a thing as 
natural selection ... pretty soon there 


wont be any other... . 


Julian P. Brodie 
is a partner of the 
Green-Brodie Ad 
vertising Agency 
at 420) Madison 
Ave.. New York 
17, N. Y. His 
agency has han 
dled many success 
ful campaigns in 
which direct mail was the primary 
medium, or played a very important 
supporting role to other media. Here 
are his quotable thoughts: 


| ovo As an agency head with 


a long-standing (25-year) devotion to 
the direct mail medium, I have often 
and annoyingly heard important busi 
nessmen criticize direct mail becaus< 
people don’t read it (so they say) or 
pay no attention to it. 

It's a pertectly understandable reac 
tion. After all, most of us do ignore 
the preponderant amount of the direct 
mail we receive. 

Most of us at least the non 
protessionals also ignore the pre 
amount of magazine and 


ponderant 
and radio and _ television 


newspaper 
advertising we are exposed to 

It seems to me such arguments com 
pletely miss the point. 

Direct mail, like any other kind ot 
advertising, pays off on the averages. 
I'm not particularly concerned with 
the percentage of recipients who Fu 
nore my mailing if my 
figures to break even on 2‘¢ and my 


proposition 


mailing pulls 7“ or 12% of 15% 
which has often been the case in 
work Green-Brodie does tor its chents. 

You can't tell me “statistics show 
that only 2‘; or 3%¢ ot direct mail is 
read” when or 12° or ot 
my recipients return that ever-loving 
card. Obviously, at least that many 

and probably many more have 
read those mailings. 

Let's not overlook the tact, however, 
that this kind of attack, no matter how 
unjustified, does have one healthy re 
sult. It keeps all us practitioners alert 
to the primary necessity of attracting 
attention to our particular mailing in 
the daily arriving pile of stuff our 
list receives. If we don’t get seen, we 
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don’t get read. And it we don’t get 
read, we don’t get responded to. 

In that connection, | think a vast 
bulk ot direct mail is still open to 
criticism. In spite of all we hear about 
the need to stop and arrest the at 
tention, to personalize, etc., etc. too 
much direct mail is still being sent 


out without regard to these indis 
pensable considerations 

To sum up I do say that poo direct 
mail is ignored or thrown in the 
wastebasket, that poor direct mail pro 
duces a poor result. But after all, that 
still leaves the tield wide open to thos: 
who prepare good direct mail. In 
that respect, direct mail is exactly like 
ony other torm of advertising. 

My best research and my best case 
histories on the extent ot readership 
of direct mail will continue to be the 


resultful campaigns. . 


Earle Buckley's 
name 

known 

matl circles. 
Buckley Organiza 
tion,  Lincoln-Li 
berty Bldg. Phila 
Pa. has 


handle d all sorts 


delphia 
ot successtul cam 
paigns, both large and small. During 
the war, Earle was ‘ ot the 
enormous — bond-selling | cam 


paign tor the Treasury Department. 


Here are his “random thoughts” on 


readership of direct mail. 


Readership in any medi 


um depends on the individual ad or 
piece — the strength of the “pull” in 
the headline ot 1, or in the tirst 
sentence ot a letter; and, of course, on 
the power ol the message itselt. The 
medium simply provides the audience. 

It too high a percentage of Direct 
Mail into the wastebasket betore 
a selling job has been done, there's 
something wrony with the proposition, 
the message, the timing or the list 
No blame can be attached to the 
medium. You can't blame an automo 
bile just because it carries an unsuc 
cessful salesman. 

Those who say that only 2 or 3% 
of Direct Mail is ever read are simply 
misinformed. I have letters in my files 
that have produced as high as 81%. 
We have a campaign on now that so 
replies. 


far has produced over 40°; 
Every Direct Mail 
country can produce any 


specialist in’ the 


number 


instances that prove beyond question 
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the high potential readability of Direct 
Mail. 

In the sense that Direct Mail sel 
dom sells everyone on the list, I sup- 
pose it might be considered wasteful, 
if you only look at the pieces that 
didn’t sell or produce an inquiry. It 
seems much more sensible to look 
at the percentage of people on the 
list who did respond; on the dollars 
and cents profit produced by the mail 
ing investment 


Leonard J. Ray 
mond, president 
ot Dickie - Ray 
mond, 80 Broad 
St.. Boston 10, 
Mass. made a sig- 
nificant speech at 
the 1951 annual 
convention of the 
National Indus 
trial Advertisers Assn. His subject: 
“Direct Mail . . . the Medium that 
Researches Itself.” His premise: “that 
direct mail has no need tor such high 
powered readership research” (such 
as conducted by the Starches, Nielsons, 
etc. tor space and time advertisers). 
The following quotations trom his 
talk should prove helpful in analyzing 
your readership. 


= Every mailing which 


calls for response (and most do) rates 
itself. Not through answers to follow 
up personal surveys, not through re 
membrance and recognition tests, but 
through good, clean, honest-to-God 
replies. The results you get are direct 
and immediate proot of the best kind 
of readership, the only rating that 
means anything. What's more, you 
don’t have to sink a whole mailing to 
learn what your readership ts going 
to be. You can do your research in 
advance through all sorts of copy 
approaches, otters and appeals, to 
small segments of your list and 
thus be sure of a profitable and pre 
determined result’ before commutting 
yourself to a total mailing. 

Another thing you can be sure ot 
is that direct mail readership can be 
very high because with direct mail 
you are able to pre-select known pros 
pects, those who can be expected to 
read and respond. And for all who 
take action on a mailing offer, it 
is obvious that there is an indetermin 
able but larger group that reads the 
promotion, and upon whom mailings 
have cumulative effect. Perhaps it is 
fair to compare these to the “Noted” 
and “Seen Associated” classifications 
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Why REcessED OFFSET 
means PRINT SHOP Quality 
2 for the life of the master 


“wetting out,” “the 
_ multiple coatings of A. B. Dick direct image masters swell 

_ imperceptibly to hug the image. In effect the image 
becomes recessed for protection—escapes possible 
squashing. The result is print shop quality for the life of | 

the master—copies to tasty the professionals, 
more information chout the 
complete line of A. B. Dick lithograph supplies plus pre- 
_ sensitized photographic plates just mail the coupon below 


THE FIRST NAME IN DUPLICATING 


A. B. DICK COMPANY, Dept. R-952-0 
5700 Touhy Avenue, Chicago 31, Illinois 


Without obligation please send me more information about A. B. Dick 
OD direct image... photo-offset products for offset duplicators. 
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“Gold Cup” 
Prospect Lists* 


SPECIAL 
) 400,000 Small Businessmen 


1951 compilation of owners, partners, or 
small business (YOUR 
HOME OR BUSINESS) 

$15.00 per M 


160,000 Mail Buying Parents 
Parents who bought by mail, $6.00 
baby chairs $16.50 per M 
54,000 Protestant Clergy 
(stencils) $10.00 per M 
10,000 Millionaires 
(stencils) $16.00 per M 


top executives of 


CHOICE AS TO 


have 


} 160,000 Wealthy farmers, ranchers and 
Plantation Owners 
income over $16.000 


$15.00 per M 


Influential Farmers 
directors «cf leading farm 


vranges 
$13.50 per M 


Estimated annual 


39,000 
Officers, and 
co-ops) = «and 
(stencils) 


AUTOMOTIVE 


(All lists on stencils) 


{| 43,000 New Car Dealers 


$14.50 per M 


Truck Dealers 
$17.50 per “ 


} 46,000 Car and Truck Dealers 
Combined non-duplicated selection of the 
above two lists $14.50 per M 


64,000 Independent Repair Shops 

$14.50 per M 

Automotive Wholesalers 
available 

$17.50 per M 

) 25,500 Fleet Owners 


Companies operating eight or more trucks 
$18.75 per 


28,000 


Special selection 


115,000 General Automoti 
Establishments 

Including dealers, repair shops, body shops, 

super service stations, bump shops, etc 
$11.00 


per M 


INDUSTRIAL 


(On stencils) 


14,500 


Presidents of 


Top Executives 
corporations 
$13.50 per M 


leading 


We'd like to send you detailed information 
about these I sts. Please check those which 
interest you, attach to your letterhead and 
mail to 


Department B 


Advertising Letter Service 
INC. 


2930 E. Jefferson Avenue 
Detroit 7, Michigan 
*Our “Gold Cup” prospect lists won top honors 
for three successive years of international 


competition conducted by the MAIL ADVER- 
TISING SERVICE ASSOCIATION 


of space readership evaluation systems. 
OF course, it is the end purpose of 
all research and anlysis in advertising 
to discover more ettective 
techniques, to uncover knowledge that 
will have broad and continuing ap 
plication. The user of direct mail, in 
the very process of proving readership, 
learns how to improve and _pertect 
technique and method by analyzing 
the mailings that win high readership 
and response. That's the right’ way. 
But some people have the misguided 
idea that you can accomplish these 
things by asking questions about tech- 
nique and method of those who re 
ceive direct: mail. 
Instead of going 
answers on result-getting methods and 
techniques in direct mail, it is better 
to study the material that experience 
has shown produces results. We know, 
for example, that if you want action, in- 
quiries, sales leads, use letters. Nothing, 
in our experience, equals sales letters 
in effectiveness, readership, response 
and over-all results. But do you think 
this fact would ever be as reliably re 
vealed in a survey 
the acid test of actual use? 


clues to 


outside for our 


research as under 


We've learned not to tell people too 
much in a mail approach if we want 
maximum inquiries. Too many times 
advertisers tell so much that there's 
nothing left to ask for. Take the 
case of a manufacturer of industrial 
equipment tor whom we tested 
letters. In one case, we used just the 
letter alone, and offered a descriptive 
booklet. In the other case, we used a 
letter plus an illustrated folder, and 
ottered the booklet. The letter 
with the folder enclosed pulled 31447 : 
the letter alone pulled just twice that. 

We've overcome, factually, the old, 


two 


again 


familiar questions regarding length of 
copy. We've discovered that so long 
as you don’t tell all the story, thus 
jeopardizing response, copy can be 
any length that is adequate to cover 
the facts you need to get across. Three 
or four-page letters often outpull one 
and two pages, but not always. 

We have found that oftentimes an 
identical repeat mailing will produce 
as high or higher response than an 
original mailing. 

We believe there is great advantage 
in a “low-pressure” inquiry technique 

in which an oftering is made ot 
material that is substantial and worth 
having, material that has as its appeal 
user benefits not pro 
maker of business 


results or 
ducts. For a 
machines, we cut advertising cost per 
dollar of business from 77c to 5¢ 

with intinitely more dollar volume 


sold just through applying this 
principle. 

We know that tor some crazy rea 
son colored reply cards and forms 
seem to improve results. 

These are random examples of the 
tragmentary things that one learns as 
a practitioner of direct advertising — 
rules, standards, copy slants and angles 
that work and spell results. Now that 
you've heard them, please take par 
ticular pains to forget them. Because 
the surest fact about direct mail is 
that you can’t trust a rule or theory 
for longer than five minutes, and you 
can't apply it across the board. Some 
one else with a different product or 
service, or a different market, will 
find that an entirely different set ot 
rules applies. The whole science of 
direct mail is one of trial and error. 

Ot course, I've been talking pri 
marily about the kind of direct mail 
that seeks replies that can be 
copy-tested and readership-tested 
the gauge of actual response. There’s 
plenty of other direct advertising and 
printed sales promotion material that 
can't be directly tested any more than 
a magazine advertisement. And it is 
not my intent to suggest that 
direct advertising is necessarily 
effective than response-getting 
mail. But how ettective? 

It has occurred to me that it would 
be most helptul to all users of direct 
advertising if a personal survey, of 
the depth-interview type, were made 
in an attempt to uncover what kind 
of readership and attention “no re 
sponse” mailings receive. At the same 
tume, we could learn some things about 


such 
less 
direct 


the actual handling and treatment ot 
direct: mail both that which seeks 
a response, and that which does not. 

For instance, why do 10-20-30-40% 
ot prospects approached respond to 
various otters made through the mails? 
Such percentages are 
quently in our business in mailings 
made tor such clients as Pitney-Bowes, 
Pan American World Airways, Rail 
way Express Agency, United States 
Envelope Co. and many others. Let's 
find out what really happens to mail, 
once it is delivered by the mailman. 
Who opens the mail? Who routes it? 
Who decides mail 
when no personal name is given? Do 
any companies make it standard prac 


achieved | tre 


where should go 


mail not enclosed 
executives 


tice to discard all 
in envelopes? Do 
mail along to others if the message 


route 


does not concern them, or won't they 
be bothered? Do executives fill in re 
ply torms, or leave this to their secre 
taries? 

Answers to questions like these might 
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help users of direct mail in getting 
their story through to more prospects; 
enable them to avoid unsuspected traps 
for advertising mail in the business 
office. By thus upping exposure to 
readership, results might be improved. 

Another subject which could be ex 
plored in such a research would be 
to learn how many people not replying 
to a given mailing, or series of mail- 
ings, noted it or remembered seeing 
it. They would correspond to Mr. 
Starch’s “Noted” and “Seen Associa 
ted” These are the 
people on whom direct mail exerts 
great influence, even though no direct 
response is obtained. It would be in 
structive and interesting to know the 
boundaries of direct mail’s zone of 
impact, even if the figures so obtained 
could only be approximate. 

Sponsors for such a research? An 
organization like the NIAA, for in 
stance. As a prime user of direct mail 
in reaching selective markets, there 
would be motive enough. Or the Direct 
Mail Advertising Assn. Who could 
reasonably be called upon to pay for 
it? Companies like my own, paper 
makers, producers and suppliers in 
interested fields 


space ratings. 


That completes the “quotes” from 
Leonard Raymond's talk in June 1951. 
Since then, the National Industrial 
Advertisers Assn. has set up a re 
search team to tollow through on the 
suggestions. The Direct Mail Adver 
using Assn. is considering a similar or 
cooperating venture. The findings 
should be most helpful to all who 
use direct mail. 


There are some 
experts in the di 
rect’ mail field 
who have warned 
against too much 
attention paid case 
histories and pub 
licized statistical 
results. Those 
warnings are 
sound. We would like to include here 
part of the advice given in the October 
1950 Reporter by Orville Reed, a suc 
cesstul sales counselor in Howell, 
Mich. His thinking makes sense. 


ll promoting 


the use of direct mail among business 
men as “another 


salesman.” my 
business, and perhaps in yours, we 


contunually drum on the idea that 
“results” trom direct mail come from 
its month after month use. 


Likening direct mail to a salesman, 
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ODERN duplicating paper 


has the mark of a specialist 


Whatever your duplicating process—mimeograph, offset or 


spirit—you now can have paper 


made specifically to satisfy 


the requirements of modern duplicating. Here are papers that 
have the feeling of quality when you pick them up. Colors are 
clear and clean. And these papers are precision-cut to avoid 


doubles in feeding. 


The educated eyes and fingers of the paper man will note the 
full body required for high-speed operation—the good drying 
quality—the opacity that means minimum show-through—and 
most important, the no-spread, no-fuzz quality of copy re- 


production. 


For more information without obligation, simply mail the coupon below. 


THE FIRST NAME 


A. B. DICK COMPANY, Dept. -952-P 
5700 Touhy Avenue, Chicago 31, tilinois 


DICK 


IN DUPLICATING 


Please send more information about your duplicating papers. 


NAME 
ORGANIZATION 
ADDRESS 

cITY 


Type of duplicator (_] mimeograph () offset 


POSITION 


ZONE STATE 
spirit 
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producing of direct mail 

ising, without feng 

ginality and fresh of ideas 

if you're curious to know how 

our compoign planks can help you 
with your sales building 

problems. please write 

Arnold Kates, President 

There's no obligation, of course! 


cre 
mall 


ww Send $5 for our booklet 
“HOW TO REVIVE INACTIVE ACCOUNTS” 


Money back if not satisfied for any or all reasons 


Ask your 
Fox River merchant 
to see this fine 
lightweight bond. 
4 FINISHES 


7 coLoRs 
4 GRADES 


SALES LETTERS 


Letters with appeal.” 


“That Fellow Bott” 


Leo P. Bott, Jr., 64 E. Jackson, le 


we say, and believe, that the con- 
tinuous contact with customers wears 
down resistance, keeps contact between 
salesmen’s calls, helps explain our pro 
position or our product in terms ot 
the buyer's needs and does, in tact, do 
a job similar to the job done by a 
salesman. 

In this respect direct mail difters 
advertising. When we 


from = space 
can sit down and 


use direct mail we 
talk man to man in a personal way. 
This is not possible when writing a 
piece ot publication copy for general 
consumption. In other words we talk 
to and with our prospects instead 

at them. 

I subscribe to most of the services 
having to do with direct mail. Fre 
quently a letter or a tolder will be re 
produced in such services, and along 
with such letters and folders “case 
‘This letter pulled 
This letter opened 
up 15 new accounts,” or “This letter 
brought in sales amounting to $12 
00.” Such statements are misleading 
In most cases they are untrue, al 
people who issue them 


historic such as 
24% inquiries,” or “ 


though the 
really believe they are facts. 

Perhaps the letter held up as the 
“wonder letter” is the fitth letter o! 
a series. Perhaps immediately atter 
this particular letter was mailed, the 
inquiries were received or the new 
accounts opened up. But all of the 
credit tor this cannot be 
attributed to the one letter. Perhaps 
letters 1, 2, 3 and 4 “softened up” the 
prospect. Perhaps something said back 
in letter No. 2 stuck in the prospect's 
mind, and when he was again re 
minded of it in letter No. 5 he de 


“Success 


cided to inquire. 

What I'm getting at is that holding 
up a letter and saying, “This letter 
did so-and so increased volume, brought 
in new accounts in certain numbers, 
etc.,” is not presenting a true picture 
of how direct mail operates. 

Let's yet back to the comparison ot 
direct mail with the salesman. 

You hire a salesman, load him down 
with samples of your product, a list 
prospects in the territory he is 
to cover, and shove him out on the 
street. He starts making calls. He 
perhaps, ten a day. 


of the 


makes, 

The first swing around his territory 
he makes “get acquainted” calls. Dur 
ing these initial interviews he tries to 
find out something about the pros 
pects’ needs for his product or service. 
He finds out, if possible, where the 
prospects are buying a service or pro 
duct similar to what he is selling. He 


tries to get under the skins of these 


buyers. He tries to get on a personal 
basis with them. He uses his per 
sonality, his sales ability everything 
in the book to make himself and 
your product acceptable. He gets very 
tew orders on these initial calls. Usually 
none. 

The second time around he learns 
something more about each prospect's 
use or need for the product or ser 
vice he has to sell. Eventually he 
makes an impression on the prospect. 
Then he begins getting an order now 
and then. If he handles the orders 
properly, he might eventually get all 
ot the available business from such 
a prospect. 

I contend that direct mail works 
exactly the same way. A postage stamp, 
a prece ot pape I, 
words can't, of course, do all the jobs 
ot a salesman. But it can, and does, 
go about its selling job in the same 
way. 


and some typed 


Direct mail should be sent on a 
continuous basis. If you have a group 
of prospects who (1) use the type of 
product or service vou have tor sale: 
(2) have a credit rating worthy ot 
your sales effort; (3) purchase in 
sufficient quantities to make it prof 
itable for you to develop them to 
the point of ordering, then, I say, 
your direct mail job should be on a 
continuous basis. 

It, on the other hand, you have 
a product which can be sold by mail, 
it is necessary to use a mail order 
type of copy, designed principally to 
get the order. Direct mail, im most 
cases is not designed to do any such 
thing. 

\!l of us have read, and know very 
well, the four jobs of a letter. The 
tirst job is to get attention; the second, 
interest; the third, desire; the fourth, 
so the copy books says, action. I dis- 
agree with that fourth point as far 
as much direct mail is concerned. 
Much direct mail is designed to get 
a reaction rather than action. 

In fact, direct mail is low-pressure 
salesmanship. Many times the most 
effective letters in a series are those 
which do not ask the prospect to take 
any kind of action. 

If direct mail is going to get any 
where, either as a profession in which 
most of us are engaged, or as a busi 
ness getter, it must be approached from 
the standpoint of keeping regular con 
tacts with the prospects, wearing down 
resistance slowly, methodically, and 
thoughtfully. 

It must be looked upon as an 
assistant salesman, which does much 
of the cold turkey selling for a sales 
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"ASSOCIATES, INC. 
STREET, NEW YORK 


75 WEST 45 
Luxemeuns 2-334 


If you’re looking for a mailing house that can offer you a wide range of ser- 
vices’. ..Backed up by 33 years of experience and a staff that knows and enjoysits 
work... why not call on us. Visit our uptown plant, talk with our people and 
see for yourself why particular mail advertisers (large and small) pick St. John. 


For information or a representative (no obligation, of course) phone LU 2-3344. 


The St. John Associates, Inc. 


DIRECT MAIL ADVERTISING SERVICE 


75 West 45 Street, New York 36, N. Y. 


* JONTYPE INDIVIDUALIZED LETTERS * AUTOMATIC TYPEWRITTEN LETTERS 
FLAT-BED PROCESSING MULTIGRAPHING MIMEOGRAPHING + PRINTING OFFSET 
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man; which sells between a salesman’s 
calls; which multiplies a salesman’s 
ettectiveness; which enables him to 
make every interview a “sales” inter 
view instead of wasting his time ex 
plaining who he is, who his company 
is, what his product or service will 
do for the prospect, and why the 
prospect should buy what he, the sales 
man, has to sell. .... 


}. S. Roberts is 
advertising mana 
ger of the Retail 
Credit 
in Atianta, Geor 
gia. This organ 
ization sells a ser 
informa 

indivi 


Company 


vice ol 

tion on 

duals to insurance 
companies and many other types of 
large companies. Here's the opinion ot 
Jess Roberts on the readership problem. 


Mall Advertising 


is used to supplement the work ot 
our salesmen. This advertising keeps 
users ol the service intormed concern 
ing new services tacilities, and 
also reminds them trequently of the 
value of the service and the desir 
ability of consistent systematic use. The 
advertising is mailed to such titles as 
underwriting vice-presidents and super 
intendents, claim and loss department 
superintendents, personnel directors, 


and credit’ managers. 


Many mailings are made with reply 
cards by means of which the user can 
order additional forms for requesting 
reports or can request additional in 
formation concerning services or facili 
ues. We get 
through 


consistent evidence ot 


readership return of reply 
cards. We 
on which 
slightly over 10°; 

8%, 7%, 4% and 


We consider that the 
is due primarily to the effectiveness 


have had recent mailings 
percentage of return ran 
Others have run 
some less than 
Variation 
ot the advertising message, and to 
some extent to the timeliness of the 


seTvike promoted. 


\ good many mailings are made 
which are purely reminders ot the valuc 
of service. Many of these set forth ac 
tual cases or statistics indicating the 


protection obtained through use of the 


service. These call tor no reply. How 
ever, we get consistent evidence ot 
readership through 


to salesmen and through requests tor 


comments made 


additional copies. 


Direct Mail Advertising has been 
used in this manner consistently since 
about 1930. During the period 1930 to 


1950, the extent of use of our service 
has more than doubled. Much of this 
increase is, of course, due to effective 
work of salesmen. However, we con 
sider without question that Direct Mail 
Advertising has detinitely assisted in 
generating this progress. 


My personal tecling after more than 
20 years as advertising manager of this 
company is that readership of indus 
trial Direct Mail is not dependent on 
the attitude of possible readers toward 
the medium of advertising. Readership 
is dependent on the interest and utility 
value that can be worked into Direct 
Mail Advertising. Our pieces vary all 
the way trom quite elaborate, colorful 
tolders and booklets to simple straight 
torward letters. We know they get 
read provided they deal with a matter 
of importance to a user or possible 
user, and provided they are written 
trom his standpoint. ... 


\. M. Sullivan is 
advertising 
ager of Dun & 
Bradstreet, Inc. 99 
Church Street, 
New York 8, N. 
Y. His company 
uses tremendous 
amounts of direct 
mail . . . and 
also has its fingers on the economic 
pulse of practically every business in 
the land. His opinion on direct mail 
and its readership is worth serious 
consideration. 


[von always agree with 
any critic of direct mail, and then 
stull his argument right in his teeth. 


Sure most direct’ mail goes into 
the wastebasket but that doesn’t 
say nt hasn't been read, or that it 
hasn't registered an optical and mental 
impact. | believe there is a survey 
which shows that 9547 of all suc 

af advertising goes into the waste 
basket along with the daily news 
paper and a lot of other things which 
have a temporary but unmistakable 
value. 


Today there is no bigger bargain in 
advertising than Mr. Jetterson’s pro 
hle on a message carried by Uncle 
Sam. Many socalled experts and 
executives contuse direct by mail pro 
motion with mail order selling. The 
purpose of direct mail is to condition 
4’ prospect tor the sales approach. 
It is not a substitute tor the per 
ingenuity ot 


sonal a good salesman. 


Direct mail has been victimized 


by semi-protessionals and amateurs, 


and it is also embarrassed occasionally 
by some technicians who look upon 
it as a means of stunting rather than 
conveying and convincing. Not “how 
smart are we” but “how sincere are 
we” is the test of the copy and il- 
lustration. 

Direct mail is a means to an end, 
requires planning from the means to 
the end. Whether you spend six cents 
or twenty cents a unit depends on 
where you are going, what you want 
to say, and the results you want 


Industrial adver 
users represent a 
large segment of 
the direct mail 
picture. Industrial 
direct mail differs 
greatly from the 
more widely 
known mail order 
type of operation. 
We are fortunate to have the opinion 
ot the new president of the National 
Industrial Advertisers Association . . . 
Gene Wedereit, Director of Advertis 
ing, Tube Turns, Inc., Louisville 1, 


Kentucky. 


vided conclusive proof to our com 
panies that it is the most etlective 
means of inquiries and 
distributing information to a great 
number of people in a very short space 
ot tme. We have had some unusual 


producing 


successes in all forms. 

For example, a low cost letter series 
designed for the express purpose of 
getting inquiries was sent to 21,470 
men in the management, purchasing, 
divisions 


engineering and operating 


of a number of industries and re 


ceived as a result just a traction under 
25% in returns. This campaign was 
extremely simple, consisting only of 
a letter, a single sheet enclosure, and a 
business reply card. The total cost in 
cluding mechanical preparation and 
production, as well as postage, amoun 
ted to only 9.8¢€ per letter mailed and 
our cost per inquiry was only 4lé. 
Ot course, in any kind of a campaign, 
the objectives must be clearly detined 
and the program carefully planned to 
meet those objectives. 

We believe that direct mail can be 
used tor selling, for promotion, or for 
distribution of information. The letter 
campaign mentioned above was pro 
motion. It isn’t very often that we 
are called upen to prepare a campaign 
tor direct selling but this has happened 
in the case of a new product, standard 
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“Thirty-eight of our chents are in the mail order business. Whenever any one of them 


requires mailing list services and wants to make sure he secures skill, honesty, and 


good conse work, we always say: ‘get in touch with Lewis Kleid.” ” 


Victor O, Scuwas, Pres. 


Seuwas Bearry, Inc. 
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envelopes 
samples 
direct 
advertising 
house 
organs 


and other 
duplicate 
mailings 


DUPLISTICKERS ! 


Write today for your sample 
package of Duplistickers...see 
how they will save you time 
and money on mailings. 


EUREKA SPECIALTY PRINTING CO. 
558 Electric Street - Scranton 9, Penna. 


PENCILPRINT 


PENCILPRINT looks like actual 
Pencil. Has many applications for 
your Direct Mail. Ask for samples. 


Century Letter Co., Inc. 


48 East 21st Street New York 10, N. Y. 


in size and application, and one on 
which the sales department wanted to 
have trial orders placed in as many 
different areas of the country as pos 
sible and in as short a space of time 
as possible. This was primarily a direct 
mail campaign with letters, photos, 
folders, price sheets, and actual sam- 
ples to our district offices and our 
entire distributor organization. The 
distributors were given an opportunity 
of ordering imprinted folders in quan 
tty for further circulation to their 
mailing lists. Here was a direct selling 
campaign which employed every direct 
mail device and snowballed in a short 
tive months trom nothing to better 
than $60,000 worth of inquiries for 
the product and approximately $10,000 
in actual sales. Such a program is 
unusual in the industrial field but it 
proves that it can be done if care 
fully planned and given complete fol 
low-through support by the sales and 
production departments ot a company. 

Direct mail education or distribution 
of information is by far the most valu 
able torm and the most used torm 
in the industrial field. We have en 
joved remarkable success in the use 
of direct mail to secure inquiries tor 
our technical literature. By keeping an 
accurate record of inquiry sources it 
is possible for us to tell at any time 
what form of advertising is bringing 
us the greatest results in requests for 
technical literature. A recapitulation 
of inquiries received for Tube Turns’ 
technical literature for a one-year period 
from April 1, 1951 through March 
of 1952 reveals the following: 


Inquiry Source Number of Inquiries 


Advertising 
Editorial Items 
Trade Shows 
District Offices 
Undetermined 
Direct mail 


Space 


Total 


It’s an interesting point, in passing, 
that those 18,081 inquiries represented 
30,000 individual items of literature. 

We recently had the privilege of 
appearing on a Direct Mail Panel at 
the last convention of the National In 
dustrial Advertisers Association held 
in Chicago on July 2nd, this year. 
Our specific subject was “How to 
Use Technical Literature in Direct 
Mail” and, of course, it was approached 
entirely from the industrial point of 
view. To secure data for the paper, 
a study was made among five groups 
of technicians. Administrative, office, 
and plant technicians were added to 
draftsmen and engines to complete 
the group of five. v 


We found that the various groups 
average from less than one item of mail 
per day to four, with the administrative 
technicians heading the list. We found 
that an average of not more than 10°; 
ot the literature these 
groups was classed technical according 
to our specific definition. This low 
figure in spite of the fact that these 
were all industrial men who regarded 
technical literature as the most impor 
tant and most valuable they received. 
We tound that about half received the 
literature on special request. We found 
that half of the men had literature in 
their files that they had saved for 
more than five years and when we 
asked whether they would be able to 
give us the name of any one company 
as being outstanding in its distribution 
of technical literature, the cumulative 
book 


received by 


answers sounded like the blue 
of American industry. 
Direct mail is a very 
dependable media of advertising for 
a consumer product but it is particular 
ly adaptable to industrial requirements 
More often than not, the market to be 
product 1s 


valuable and 


reached for an industrial 
very small and select, and the rightful 
technique of an intelligent direct mat! 
program is bound to bring results at 


As another good 
example of how 
management looks 
at readership . 
let’s — consider 
briefly the case 
of Diebold Incor 
porated, Canton, 
Ohio. Advertising 
Manager J. J. 

Gutheinz, in writing to this reporter, 

expresses the opinion that direct mail 

people have made too much unneces 
sary fuss over increases in postage rates 
and statistical results from individual 


mailings. He says: 


are we talking 
about in making such a big issue of 
a postage increase? The first approach 
to it is to re-evaluate your mailing 
piece to reduce it in cost to offset that 
small fractional increase in postage. 
We mail approximately 75,000 pieces 
per month. We are constantly testing 
and retesting our results. We are con 
stantly re-evaluating each mailing. 
Practical management will not permit 
any type of a direct mail program un- 
less you have a sound basis of fact. 
To give you an idea, we don't even 
use a percentage of return, because 
this is misleading; but we base the 
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THE WORLD’S LEADING DUPLICATOR 
SPECIALISTS SINCE 1881 


proudly present the 


MODEL 180 DUPLICATOR 


with the 


EW BIGGER PRINTING AREA 


@, Taking all paper sizes from 


to 14°x17" 


The Gestetner 180, the stencil duplicator featur- 
ing double-legal printing area, incorporates many out- 
standing features ensuring easy, clean, and economical 
performance. 


Changing from very large to very small work is 
done simply and quickly, and the vacuum inking system 
—an exclusive Gestetner feature— provides even, con- 
trolled distribution of ink, regardless of the size of copy. 


The 180 model can easily be adapted to print 
from either Legal or Double Legal size Stencils. This 
allows for the preparation of double legal work on a 
standard typewriter. 


Designed and built by Gestetner craftsmen, the 
180 is indispensable in offices and shops where there 
is a wide range of duplicating to be done. As with all 
Gestetner models, a full die-cut and photostencil serv- 
ice is available. 


FOR FULL DETAILS oun sen 
AND SAMPLES OF to the 


both legal and double-legal size 

stencils. A precision-engineered scope, 
WORK DONE ON THE with uniformly even lighting, it is 
made for rapid, easy writing, ruling, 


MODEL 180, WRITE: drawing, or tracing on stencils. 
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Want to See 
the Unusual 
in Sales 
Ammunition? 


exclusively 
We have 47 different lists of 


Men, Women and Juvenile 
cash mail order buyers of: 


Books Apparel 
Educational Medicinals 
Courses Gift Items for 
Magazine the Home 
Subscriptions 


Merchandise 
Jewelry Toys 


Personal 


Accessories 


Cosmetics 
Lists may be ordered through 
your list broker, or direct. 


List Catalog on Request 


BOOKBUYERS LISTS, Inc. 


363 Broadway 
New York 13, N. Y. 


WOrth 4-5871 


results of 
obtain a hundred dollars worth ot 


a mailing on the cost to 


business. I cite as an example a mail 
ing made to bank presidents (16,000). 
It produced only 59 inquiries, but 
$14.710 worth of business at a cost 
of $5.67 to obtain a hundred dollars 
worth of business.” 


(Ed Vote) Joe Gutheinz also be 
lieves that those engaged in advertis 
ing, especially the associations connect 
ed with advertising, should devote 
more time to a consideration of the 
overall program of sales promotion. 


I sincerely believe that we should 
forget the “tin god” advertising agen 
cies, and approach our overall prob 
lem as Sales Promotion Agencies. In 
my book, advertising in publications 
cannot stand alone. It has to be en 
tirely dependent upon an overall pro 
gram which includes direct mail and 
publicity. And once our big advertising 
agencies start thinking as Sales Pro 
Avencies, we in the industry 
much better off. Our own 
never let 


motion 
will be 
approach to promotion ts: 
direct mail stand alone and never let 
an ad stand alone. When we want 
to promote a product, we follow the 
following basic simple steps: 


1. Briefing our dealer and direct 
sales organizations as to what we are 
going to do promotion-wise and why 
we are going to do it. 

2. Publicity release. 

3. Advertisements in publications. 

4. Direct mail which consists of 
(a) letter inviting prospect to write 
for literature on product, (b) follow-up 
direct mail within two weeks, including 
a copy of our ad, and (c) a follow-up 
on the first two mailings, usually in- 
cluding the literature. 

This overall program is geared to sell 
an idea. Our dealers and salesmen can 
sell the product. I certainly wish our 
larger agencies, even though they lack 
facilities for direct mail, would ap 
proach their overall client's problem 
not as an advertising agency but as 
a Sales Promotion Agency. Neither di 
rect mail, publicity, or advertisements 
can stand alone in today’s market. All 
three must be coupled together with 
proper planning to give clients the 
best results for their money spent. 

The theme at the recent AFA Con 
vention was “Truth in Advertising.” 
1 say, let's accept the truth that we 
no longer can have “advertising agen 
cies” as such in this country, but 
rather Sales Promotion Agencies. 

Excuse me for getting wound up on 
this subject, Henry, but with increasing 
cost to do an overall promotion job, 
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we all have to team together and work 
together. At future conferences, such 
as the AFA, NIAA and DMAA, the 
meat that we members can take home 
will be a direct approach to our prob- 
lem. not as individual subjects, but 
as the overall subject .. 


There are 
direct’ mail pro 
grams which can- 
not be judged in 
terms of percent- 
ages of response. 
Larry Mathany is 
advertising man- 
ager of Foote & 
Jenks, Jackson, 
Mich. manufacturers of food flavoring 
extracts. He has consistently used nov 
elty mailings... so we asked for his 
opinion of readership. 


tre firm believers 
in “showmanship” direct’ mail — and 
our main 


some 


reason for adopting this 
type of promotion is that we wanted 
readership. We believe that gadget 
mailings—well handled—sent out reg- 
ularly year after year—will create a 
readership tollowing to the point 
where the mailings are anticipated 
with pleasure. We have pursued this 
policy for 17 years without change. 

For the job our direct mail has to 
do—keep our name and products be- 
fore the trade—support our direct rep- 
resentatives in the field—readership 1s 
vital—so we go to all sorts of trouble 
to get attention. 

Since the results of our direct mail 
are not measurable in direct returns, 
we look for comfort in the fact that 
our business has increased more than 
four times the volume of 1935—our 
salesmen (half of them at least 25- 
year men) are enthusiastic about each 
campaign and write or bring in such 
trade comments as... 

‘Tam beset with flavor salesmen, but as 
long a> you continue your clever advertising, 
stuck by you” 

“Everything in the way of advertising from 
all firms goes in the wastebasket, except 
F&] mailings” 

1 think your latest mailing is one of the 
cleverest pieces that has come over my desk 
for a great many years as evidenced by my 
keeping it to this day” 
or personal comments such as. . . 

1 have heard several mice remarks about 
our recent advertising.” 

‘So many have commented on our ad- 
vertising.” 

Getting a lot of good comment on your 

folder 


and many, many more are in our 
files in the same vein. 
(Continued on Page 39) 
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Let These 
Catchy, Colorful 


NOW! Get the enthusiastic response you 
want from your important messages. You'll 
find that these powerful, eye-catching 
BULLETINS inspire immediate action from 
your readers. ILLUSTRATED BULLETINS are 
the new, positive way to insure that your 
message commands the attention it deserves 
Act today moke sure YOUR messages 
stand ovt from the “crowd SHOUT 
YOUR NEWS on ILLUSTRATED BULLETINS! 


Dramatize Your Message To Stimulate Action! 


ILLUSTRATED BULLET 


WLUSTRATED BULLETINS are pre-printed in 
two sively colors on 8'2x11" colored poper 
stock. All 45 of the designs on these two 
pages are available in your choice of 
Smooth Colored Poper (for all reproduction 
methods other than mimeographing) OR 
Colored Mimeograph Poper Please state 
your choice of paper when ordering. Assort 
the designs any way you wish, to get the 
low quantity prices shown at the right 


INS Shout 


at low, economical QUANTITY PRICES 


100 Sheets 


Price per Price pe. 
100 Sheets Quantity 100 Sheets 
$1.75 1,000 Sheets $1.25 
200 Sheets 1.50 2,500 Sheets 1.10 
500 Sheets 1.35 5,000 Sheets 1.00 
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YOU MUST COMMAND ATTENTION TO GET RESULTS! 


You'll Get Both with a Brief, “To-the-Point” 
Message presented on Attractive, Eye-Opening 


And They Cost You Less Than a Penny Apiece! 


Postcords can get results quickly and economically— 
but they must pack o big punch in small space. Much 
of their effect depends on IMMEDIATE ATTENTION. 
FLASH POSTCARDS are reol eye-openers. They vir- 
tually jump to the front and demand attention. FLASH 
POSTCARDS ore pre-printed in 2 bright colors on color- 
ful, fast-drying heavy card stock, 3\x5'%" size. Their 
cheery illustration and appropriate headline work to- 
gether to insure that your message is read. Yet you 
con buy them for as littl as 7/10 of a cent apiece! 


We Need 


Choose from the 44 sparkling designs shown below— 
you're sure to find several tailored to your needs. 
Formal invitations, clever reminders, humorous or 
serious announcements—each one with its own appro- 
priate, pre-printed headline. There's ample space for 
your message—ond, with the catchy headline os o 
starter, you'll find that it virtually writes itself. Assort 
the designs any way you wish to get the low, quantity 
prices ot right. Order a big supply of FLASH POST- 
CARDS todoy—moke your next mailing the best yet! 


FLASH POSTCARDS 


SAVE WITH THESE LOW, 
QUANTITY PRICES 


Quantity 
100 Cards... 
500 Cards... 
1,000 Cards. . 
5,000 Cards 


vous 


CARD No. 141 


CARD No. 147 


Vou are invited... 


CARD No. 16! 


SAVINGS FoR YOU! 


» 


Attention Please! 


ATTEN_SHUN! 


YOU CAN HELP! 


CARD Ne. 1 


DIRECT MAIL & SALES PROMOTION AIDS 


223 IRVING AVENUE 


BROOKLYN 37, N. Y. 


GLENMORE 6-1246 


100 Cards 
ia ‘RD No. 125 CARD No. 124 CARD No. 130 CARD No. | CARD No. 132 CARD Ne. | 
| 
4 ante CARD AED Ne CARD No 138 Ne. CARD No 140 
CARD No. 142 CARD Ne. 14: cal CARD Ne. CARD No. 146 
CARD No. 150 CARD No. CARD No. CARE 53 
3 
CARD No. 164 Neo. 167 CAR! CARD We. 171 
LOOK WHATS COOKIN 
BEL-THOMAS PRINTING CO. 
38 CARD No. 172 CARD No. 173 ee 
COPYRIGHT CPAI 1952 


communication from one person to 
another and above all it must be be 
lievable. Too much third class mail 
does not meet that standard. 

As for people throwing third class 
mail in the wastebasket unopened, a 
lot of them say they do it but few of 
them do it. When a man says he 
does it, it is a way of bragging about 
how busy and important he is. Ac 
tually very few people refuse to open 
an envelope. It might contain news of 


a big inheritance! unovorr 


greater than when salesmen were used. 
must work harder than ever these We wrote to Advertising Manager 
days when so many and so much are Paul Bringe and asked him if he had 
competing for the business man’s time. any statistical results which would 
Today's direct mail must be brighten- prove the readership, or the effec 
ed up—sharpened up—yes, even doll- tiveness of individual pieces. His an- 
ed up—if it is to get the readership swer might prove helpful to some of 
it deserves. The direct mail recipient you who worry about percentages. 


must be humored. Make him smile. 
When we send a letter 


Jolt him. Hit him between the eyes. 
to customers (48,000) we have no 


Be different. Give him something in- 
teresting to look at and read. Place way of checking the results accurately. 
yourself in the chair of the guy who = Many of our customers carry our 
has : read your stuff—and hundreds name in their files as their buying 
to stop him source for brushes. Their orders come 
ne looxs over he maii—you ony have to us on their own purchase order 
r moment as ne sorts. If = forms and keying does not do much 
good. This is particularly true of the 
darned good chance your opportunity larger customers. The smaller cus- 
to get read is gone—and I can't afford tomers tend to use the order card 
we enclose. 


to take that chance. . . EEE 
; As an educated guess I would say 


we get a 5% to 6% return on a letter 
of the kind you mentioned, depend action. William Feather of The Wil 
ing on the season of the year and liam Feather Company, 812 Huron 
how good the letter is. Remember, Road, Cleveland 15, Ohio was one 
we mail to these customers at least of the first professional house maga 
once a month and since it is im- zine editors. We asked him for his 
possible that all of them should need — opinion on the subject. Here it is: 


brushes every month, we think the 
For thirty-six years I 


It just seems to me, Henry, that we 


Readership of an 
external house 
magazine is hard 
to determine .. . 
because most com 
pany publications 
(mailed regularly 
to customers and 
prospects) do not 


So ears ago i 
a ” me years ag ask for immediate 


the Milwaukee 
Dustless Brush 
Co., 530 N. 22 St., 
Milwaukee 3, Wis. 
caused a mild sen- 
sation in advertis- 
ing circles by sud- 


denly eliminating return is pretty good. 


(after torty years 
of conventional marketing) its sales 
force of about 125 men. The company 
had decided to use direct mail (back- 
ed by trade publication advertising.) 
This might be considered a mail order 
operation ... but it is not strictly so. 
It is an overall, year-round operation 
with the company contacting all of its 
customers and prospects by mail. Sell 


If the people to whom we send 
mail did not read it we would not 
be selling by mail. We know they 
read our mail because we do not have 
any salesmen. We must and do get 
all of our business by mail. I think 
readership of mail will depend upon 
how good the mail is. I see far too 
many letters that assume the reader 
is a twelve-year-old moron and some 


have been editing and printing thirty 


house organs with a combined circu 
lation of 250,000 per month. The cus 


tomers are curious and consequently a 
check-up is made by one or more each 


year, usually unknown to me. 
The response must be satisfying be 


cause the customers continue to do 
business here. We have heard of an 
85% response; 20° is not unusual. 


that look as though the writer is. A 
letter must be a dignified, intelligent 


I have little patience with those who 
say direct mail goes directly into the 


ing cost per unit was reduced about 
30% . In five years sales were 400% 


Use This Coupon For Ordering Your Supply Of 
Illustrated Bulletins And Flash Postcards NOW 


Brocklyn 37, New York 


Or Send For Sample Portfolio CO We enclose our check 
#=Bill us 
There's a place in your promotion schedule for these colorful bulletins and 
cards. So don’t put off doing something about them now as you look over the _— Tithe 
line. Order if vou can use them immediately or write on your letterhead for 
samples. All letterheads and cards are packed in sturdy set-up boxes. These boxes 
will keep the contents clean, fresh, flat and free from bent corners ready 
for instant duplicating. As an extra service to you, we will print your message 
or Sales Story at unusually low prices making possible your mailing of 
FLASH CARDS at a little more than a le a piece (excluding postage) or ILLUS 
TRATED LETTERHEADS at a littl more than 1c each (excl. postage) City 


Product 


Compan or Service 


Address 


Please fill our order for the following 


Quantity 


802 807 808 810 813 814 815 816 819 820 82) 827 828 801 829 830 


831 832 833 834 835 837 838 841 842 843 846 847 848 849 850 85) 


125 126 130 131 132, 136 137 140 14) 142 3144 145 146 147 148 149 150 


153 154 155 156 157 159 (160 162 163 164 165 166 167 168 169 170 171 172 173 + 
Total of Bulletins and Postcards ordered $ 
(NYC orders add 3% sales tax) 


N, 
per 
ards 
95 
85 
70 - | 3 | 
: 
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| 
vou! 
& | 
| | 
| 
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Quantity 


ree DAVENPORT PRESS, INC 


suburban 
letter press plant 
producing 

quality printing 
small publwations 
ommercial 

black and color 
at jaw prices 
sme nineteen 


fmenty four 


MINEOLA, LONG ISLAND, SN. Y 


260,000 MANUFACTURERS, INDUSTRIALS 
150,000 WHOLESALERS, DISTRIBUTORS 
1,400,000 RETAILERS, TRADE SELECTIONS 
500,000 SERVICE COMPANIES 


W. S. PONTON, INC. 
“The House of Direct Mail” 
50 East 42 St., New York 17, N.Y. 


“ADAGE MAILERS” PAY! 


you can make month- 

ly all your custo- 
— and prospects for a few 
Postal card size 

XDAG E MAILERS get slid 
desks and 


PHOTO PRINT. 


ey for ADVERTISING, 
PUBLICITY, PROMOTION! 


merhed — 
| Week Service! Copy Negative from Prete only 75« 
on 


Chee Order 10% fer Handling Sh 


wastebasket. What attention do those 
fancy and costly ads in the magazines 
get? What ads do you remember in 
last week's Post or Life? 

The most consistent persever 
ing users of direct mail advertising are 
the publishers of books and magazines. 
They barrage me. 

The trouble with occasional users of 
direct mail is that they expect too 
much for too little. 

For the small businessman, direct mail 
is the only way to grow. Unfortunately 
he expects one mailing costing $500 
to accomplish what he has been unable 
to accomplish in ten years of personal 


Reporter files are filled with similar 
opinions. So are the libraries of the 
Direct Mail Advertising Assn. and the 
National Industrial Advertisers Assn. 
(in statements made by those entering 
campaigns in annual award contests). 
A round-up of these opinions would 
fill an encyclopedia. We've given you 
enough to form the basic foundation 
for an intelligent “brief.” Other opin 
ions will be included in later case 
histories. 

The next logical step in this outline 
is to tell you about a few of the 
efforts which have been made to con- 
duct actual readership surveys. 


WHAT HAS BEEN DONE ABOUT 
SURVEYING READERSHIP? 


Very few efforts (of nationally pub 
licized scope) have been made to 
conduct scientific studies of the read 
ership of direct mail... similar to 
the “noticed, read, remembered” sur 
veys for space advertising. But here 
are a few quotable cases. 


CASE 1] The J. Walter Thomp 
son Co. (with assistance 
of Elmo Roper) conducted a survey 
for the Ford Motor Co. The main 
purpose was to discover how much 
direct mail people received. The re 
sults indicated that the average per- 
son receives relatively few pieces per 
week (three to four) compared with 
the exaggerated claims of detractors 
that people receive too much mail. 
\n average figure is practically worth 
less since the amount of mail received 
varies, depending on the financial 
intelligence strata of each group of 
individuals. The family of a laborer, 
could not possibly re 
promotional mail as 


for instance, 
ceive as much 
an executive with extensive purchasing 
power. At least, the Ford survey in- 
dicated “high readership.” One con- 


clusion from survey: “Under certain 
conditions, and for certain products, 
direct mail can get higher readership 
than any form of advertising.” 


CASE 2 During January 1951, re 


searcher Daniel Starch 
made a report to the New York Em 
ploying Printers’ annual meeting on 
the results of a readership survey for 
a chain of department stores. At’ var- 
ious seasons during the year, these 
stores made mailings to customers 
and prospects either enclosing an or 
der blank or inviting the recipient to 
come to the store. 

In this instance the management 
wanted to determine: (1) dollar vol 
ume produced by the mailing sent 
out at this particular season of the 
year; and (2) characteristics such as 
age, income and location of the recip 
ients who come into the store to 
buy, as a guide in formulating a more 
profitable mailing policy. 

Method: In 
these objectives, 
were made during a period of two 
weeks immediately after the mailing 
of the circular in eight selected cit 
ies. The investigators were stationed 
within the store and interviewed as 
many customers as traffic would per- 
mit. The ones chosen were a com- 
plete random number from among 
those who came into the store. The 
interviews were conducted after the 
customers had made their purchases 
and were about to leave the store. Any 
particular customer might or might 
not have received the circular. The 
purpose of the interview was to find 
out whether they had received the 
circular, whether they had read it, 
what they had intended to buy and 
what they actually did buy, dollar 
amount of purchase and for whose 


accomplish 
interviews 


order to 
personal 


use the merchandise was purchased. 

All customers were asked classifica 
tion data, such as occupation, sex, 
car, home 
and num 


race, marital status, age; 
and telephone ownership, 
ber of adult men in family. 

If the customer had not received 
the circular, the interviewer asked 
the total amount of his purchase, past 
purchases made at this and other stores 
under the same 
for whose use the merchandise was 
purchased. 


management, and 


Interviews were obtained with 21% 
of a total of nearly 10,000 customers 
who came into eight stores during 
the period under study. 
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PUNCH THE NOSE 


HO SAYS THE NEW INCREASE in postage 

V V rates is necessarily bad? Who says it is bad 
at all? Can you take a profitable minute to listen 
to some real sense? 

First of all, nothing has happened that lessens 
the value of direct mail advertising one iota. Post- 
age increases were bound to come, just as the cost 
of hamburg, haircuts, Homburgs — and, general 
advertising — has gone up. The only pertinent 
point is that direct mail advertising worth doing 
at the old rates is still worth doing at the fractional 
increases. 

Further, instead of being a lethal blow, these in- 
creases may be a beneficial thing. They bring home 
forcefully the need that you have for experienced 
professional counsel on direct advertising. With 
such help, improved results could more than offset 
increased costs. With such help, you might obtain 
more leads for salesmen, more response from your 
best prospects and present customers, more orders, 
more sales. Perhaps, for the first time, you may 
learn what this important medium can do for 
you when it is professionally planned, when it is 
professionally applied. 

If you sell to selected markets, we would like to 
show you why the experienced outside counsel of 


THE “ANSWER BOOK” TELLS ALL! 
If you would like to know more about 
the services of Dickie-Raymond — 
how we think, how we operate, how 
this service might benefit your busi- 
ness—send now for this booklet that 
tells the whole story. On your busi- 
ness letterhead, please. 


Dickie-Raymond is more essential than ever be- 
fore. For 31 years we've specialized exclusively in 
direct advertising and sales promotion. We can 
make a dollar work harder for our clients, bring 
them more direct results, through the techniques 
and methods that we have learned in long practice. 
And there’s no serious inflation in our cost. You 
can have the group thinking, the group service of 
this organization for about what you would pay a 
junior executive. 


You can’t overlook the postage increases. But 
you can do something constructive about them. 
Like getting in touch with either our New York 
or our Boston office. 


SOME OF THE BEST NAMES IN BUSINESS 
ARE DICKIE-RAYMOND CLIENTS 


AETNA LIFE INSURANCE COMPANY 
AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
AIR TRANSPORT ASSOCIATION OF AMERICA 
AMERICAN AIRLINES, INC. 
AUDOGRAPH — THE GRAY MANUFACTURING COMPANY 
THE INTERNATIONAL NICKEL COMPANY, INC. 
MONROE CALCULATING MACHINE COMPANY 
THE NATIONAL SHAWMUT BANK OF SOSTON 
NATIONAL BROADCASTING COMPANY — TV 
NEW ENGLAND MUTUAL LIFE INSURANCE COMPANY 
PEPPERELL MANUFACTURING COMPANY 
PAN AMERICAN WORLD AIRWAYS 
PANTEX MANUFACTURING CORPORATION 
PITNEY-BOWES, INC. 

PLYMOUTH CORDAGE COMPANY 
SHERATON CORPORATION OF AMERICA 
SYLVANIA ELECTRIC PRODUCTS INC, 

THE WALL STREET JOURNAL 


This is a partial list of active accounts, in representative fields. 
We can give you the names of many more well known companies 
we are now serving, and have served, upon request. 


THERE’S ONLY ONE Dickie -Raymond 


DIRECT ADVERTISING 


SALES PROMOTION COUNSEL .- 


521 FirtH AVENUE, NEw YorK 17 - 80 Broap STREET, Boston 10 
MU rray Hill 7-3360 HAncock 6-3360 
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This scene at International 
Mailers Inc. shows how Bunn 
speed-tying saves time, boosts 
production. 


“Bunn machine ties packages 
4 times faster’ wanine rien 


“We bought our first Bunn Package Tying Machine in 1945. We soon found 
that it ties mail at least 4 times faster than the machine methods wed been 
using. With Bunn equipment, our operators average 25 to 35 packages tied 
per minute—that’s 50 to 70 double-wraps and ties with about 50 pieces of 
mail per package. With production like that, it's no wonder that, since 1945, 
we've ordered only Bunn machines for package tying.” John P. Stanaitis, 
Secretary-Treasurer, International Mailers Inc., Chicago, Ill. 


The secret of the speed Mr. Stanaitis describes is this: the operator never 
has to remove the package from the table during the tying operation. Perhaps 
this exclusive Bunn feature can speed up your package tying too! 


SEND NOW FOR INFORMATIVE BULLETIN No. 100 Tells how you 
slash package tying time, save twine and sharply reduce 

costs with Bunn automatic speed-tying. Lists over SO 

types of packages that can be Bunn-tied without changing 
machine for varying sizes and shapes. Write address below. 


No obligation, of course. 


A FEW OF THE ITEMS ; WHERE BUNN MACHINES MAKE HAND TYING OBSOLETE. 


GOODS CALENDAR TUBES 


Le PAPERBOARD PRODUCTS NEWSPAPERS & MAGAZINES 


1907—In our 45th year—1952 
B. H. BUNN COMPANY, DEPT. R-9, 7606 VINCENNES AVE., CHICAGO 20, ILLINOIS 


Summary of findings: 


1. One out of four customers re- 
ported receiving the circular. 


2. The percentages of circular-receiv- 
ing customers who came to the stores, 
ranged from a high of 44°% in one 
city to a low of 15% in another city. 


3. More than one person read the 
circular. 66% of the customers who 
received the circular reported that 
more than one person in the home 
read it. 


4. During the first week of inter 
viewing, 60% of all customers who 
reported receiving the circular came 
into the store to make a purchase as 
a direct result of reading the cir 
cular. During the second week of 
interviewing this dropped to 42%. 


5. During the first week 17% of 
total cash purchases in the test stores 
were made by circular customers. 
During the second week 11% of total 
cash purchases in the test stores were 
made by circular customers. 


6. During the period under study, 
the average sale to circular customers 
was $5.99 and to non-circular cus 
tomers $4.72 


7. Circularized customers bought 
more frequently than those not cir- 
cularized —an average of six pur 
chases a year by the former, as against 
4.8 purchases per year by the latter. 


8. There is a hard core of loyal 
“circular” buyers. 32% of all custom 
ers who reported receiving the cir 
cular said they had bought before 
from some previous circulars. 


9. Circulars pulled for a consider- 
able period. 20% of circular pur 
chasers who bought from previous 
circulars reported that they made pur 
chases over one month after receiving 
a given circular. 


10. There was also considerable 
“chain loyalty.” 34% of all customers 
reported that they had made pur- 
chases at other stores of this chain. 


Il. Circular customers did not al 
ways buy an item they specifically 
came in to buy. About 18% of cir- 
cular buyers who came in to pur 
chase specific items did not purchase 
these particular ones. 


12. A total of 78% of all custom 
ers not already on the mailing list 
expressed a desire to receive future 
direct mail circulars. 


13. The average annual expenditure 
in this chain of stores by the circular 
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New, Ready-To-Use Art Idea 
Cuts Direct Mail Costs 


By HARRY VOLK JR. 


We were buried under a small 
avalanche of subscriptions to our 
new art service following initial 
mailings and that page ad in THE 
REPORTER several issues ago. 
(We're withholding the actual figures 
from Henry and Pete on the grounds 
that they might tend to increase 
space rates.) In just a few months 
we've picked up aan ribers all over 
the globe. 


Most of our subscribers are direct 
mail people who are extra conscious 
of costs. And when we say our new 
monthly art service saves time and 
money we can usually get the ears 
of people in direct mail. 

As a matter of fact, we've had 
such a grand response from this 
sector, that we're preparing a three- 
gun salute to direct mail in our 
October Ist issue. We're doffing 
our hats to the Reporter, the D.M.A.A. 
convention and all the folks in direct 
mail. We've drawn a special Clip 
Book on “Mail Order” and we're is- 
suing it now in conjunction with a 
Clip Book on “Christmas.” 

The “Mail Ordér” book has dozens 
of drawings that you can clip and 
paste. There are art spots on post- 
men, men and women mailing let- 
ters, filling in order forms, ete. It’s 
almost a must for anyone in direct 
mail. 

Why. any one of the individual 
drawings is worth lots more than the 
$4.95 monthly fee. And for that $4.95 
you get two Clip Books one on 
“Mail Order” and the other on 
“Christmas.” 

You see. our new monthly art ser- 
vice was devised to improve low- 
budget advertising pieces while actu- 
ally cutting their cost. It sparks ideas, 
speeds visuals and snaps-up the ap- 
pearance of the finished piece. 

The new service is a monthly re- 
lease of two 5x8 “Clip Books of 
Ready-To-Use Art.” These are repro- 
duced on slick Kromekote stock and 
include dozens of spots on related 
subjects. The first included 
Clip Books on Announcers, Female 
Figures and Faces, Thrift and Cook- 
ing. The current issue features “Mail 
Order” and “Christmas.” 

Each book includes eight 5x8 
sheets, printed by offset on one side 


issues 


of the stock. The spots are reproduced 
in several convenient sizes. There 
are two books issued monthly and 
the fee is $4.95 per month, which 
includes shipment via first class mail. 

Each spot is visualized and 
finished by top-notch artists and is 


I'm giving you this 
complete collection gs 
of ready-to-use art 
free of extra cost! 


Yes, Vl give vou these four 
a gift just tor trying our new monthly service 
“The Clip Books of Ready-To-Use Art” 

all tour of these books- 
chp and paste tor direct 
house organs, 


advertisements. Included are: 


days! You'll get 
of $10.00—to 

cwculars, 
and trade 


broadsides, 
pape: 


FACES—89 line drawings of faces. Men, 


rendered in line to permit substantial 
reduction without losing detail. The 
spots are ideal for direct offset paste- 
up or for line engravings. 

The best feature of the new ser- 
vice is that no additional reproduc- 
tion fees are required. The sub- 
scriber is permitted to use whatever 
he wishes, whenever he _ wishes, 
wherever he wishes. The single fee 
of $4.95 per month covers all costs, 
including postage. 

You get four books free as an in- 
troductory gift when you agree to 
try the service for 30 days. A cou- 
pon is provided below for your 
convenience. 


“Chp Books” as 


-tor 30 
valued 

mail, 
newspaper 


women, children in various styles. 


TELEPHONES—87 line drawings of telephones, men and women using them. 
HANDS—109 ‘line drawings of hands. Many _styles—pointing, writing, etc. 


LETTERING—96-pt. 


Impact Bold. 217 characters, new hand-lettered styles. 


Each book printed on Kromekote in handy 
dozens of useful drawings. You get these 
new monthly “The 
month! You ma after the 
Our present supply of the 


service 


cancel first’ issue 


Clip and Mail This 


5x8 size. 
four 
Chip Book of 


four gitt books is 


Each book has exght pages and 
hooks as a gift just for trying our 
Ready-To-Use Art” at $4.95 a 
or any wish! 
lunited, vour copes today. 


only 


succecding if you 


so request 


Coupon To-day 


Harry Volk Jr. Art Studios 


O.K., count us in! 


Book ot Ready-To-Use Art” 
this service which only $4.95 


month, costs 


Firm 
Attention of 


Address 


400 Central Building, Atlantic City, N. J. 


Send the four CLIP BOOKS—Hands, 
tering—to us free of extra cost in conjunction with a trial subscription to 
— the new monthly service of ready 
trations. We reserve the right to cancel at the end of the first month or any succeeding 


Faces and Let- 
“The Clip 


to-use spots and illus 


Telephones, 


monthly, postpaid 


Advertisement 
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Over 1800 

different styles 

and sizes 

of envelopes 

... mailing devices 

... Strip gum 

and die cut specialties. 


if it's unusual let us know! 
We probably have 

the answer. 


send for America's 
most complete catalog 
of Envelopes 

... (includes 
Packaging and 

Mailing Devices... 
“Mail-vertising” 
Business 


DIRECT-O-MAILER COLLECT-O-MAILER 


TWO COMPARTMENT 


est 20th St. New York 11, N.Y. WAtkins 4-0500 


We don't have your Envelope and Mail-vertising Catalogs . . . so please send 
them right away FREE! 


purchaser was estimated at $36; by 
non-circular purchaser $24. 


14. Approximately 14° of total 
volume of sales during the test period 
of two weeks was directly attributable 
to circular purchases during this pe- 
riod 


15. The following groups of persons 
tended to be more responsive to the 
circular: The 18-25 age group, fam 
ilies with two or more men, families 
in which a woman does the shopping 
(may be related to store location), 
higher income families, and white 
collar occupations. 

Dr. Starch emphasized that his sur 
vey proved one important point; When 
retailers use direct mail, results can- 
not be judged solely by the number 
of mail orders received. The circular 
receiving customers who come to the 
store (without mail ordering) buy 
more than the non-circular customers. 

Dr. Starch claimed that this case 
history was typical of hundreds of 
such studies throughout the year. It 
would be helpful if the results of 
such studies could be accumulated 
together in one booklet for the bene 
fit of all management executives who 
are interested in studying the reader- 
ship of direct mail. This survey is 
particularly important because it dem 
onstrates the effect of direct mail on 
people who do not respond thru the 
mail to a mailed appeal. 


CASE 3 The most detailed reader 
ship survey report was 
given by William Farley, director of 
the Sales Promotion Section of Esso 
Standard Oil Co. at the 19499 DMAA 
Convention. The survey did not con 
sider “responsiveness” as mail order 
people would tackle the problem. It 
was a research undertaken to deter 
mine reader reaction to dealer pieces 
prepared nationally by Esso and im- 
printed with the name of the local 
service station. 
Experts from Mr. Farley's report 
are important for the records: 


In this survey, a total 
of 1670 interviews was obtain- 
ed in 12 cities, one in each of our 
marketing divisions. The study began 
within 10 days of the receipt of the 
mailing piece in the home. It was 
compieted in another 10 days. 
Interviews were made during the 
day at normal mail delivery time, so 
as to reach the member of the fam- 
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ily who normally received the mail. 
As a result of the timing, 75% of 
the respondents were women and 
men. And you'd be surprised 
how many women regularly open 
their husbands’ mail. Friend house 
wife constitutes a terrific barrier when 
you're trying to reach men. 

In order to properly evaluate the 
survey, you must realize that it was 
made only in cities having a popula- 
tion of 60,000 or more. We believe 
that urban areas are the toughest, in 
sofar as direct mail is concerned, and 
wanted to test the campaign under 
the most difficult circumstances. In 
each of these cities, three separate 
Esso dealer neighborhoods were polled 
with the object of getting about 50 
interviews in each. 

In all the interviews, the subjects 
were shown the pieces spread out 
flat and covered with an _ acetate 
envelope. This was done for ease of 
handling but undoubtedly seriously 
handicapped many of the pieces. This 
would especially be true of those 
which depended upon pop-ups and 
mechanical movement for attention. 
It also disrupted the sequence in 
which the various parts were read. 
The identity of the advertiser, pro- 
duct, brand, and the dealer’s name 
and address were concealed. 

Here is how one mailing piece 
stacked up for observation and iden 
tification. 57.8% of the 1670 respond 
ents recalled having seen the piece 
Some of the people interviewed may 
not have been the ones who received 
the mail the day it arrived. Or they 
may have been in that small minority 
who don’t read their husbands’ mail. 
But actually no apologies are needed 
when you compare this figure with 
the observation reports on magazine 
ads in similar surveys. 

The identification figures were 
even more gratifying. 83.7°7 of all 
the people who remembered seeing 
the mailing piece remembered the 
products advertised, and 79.8% 
correctly identified the product as 
Esso. 

But what is more important, the 
survey disclosed that 064.8% of all 
those who saw the mailing piece 
correctly named the dealer who had 
sent the piece. An even greater per- 
centage (70.2%) were able to give 
the location of the station. Our pro- 
ducts are sold through our dealers 
and if we are to benefit from direct 
mail, our customers must be fam 
iliar with our dealer locations. While 
our publication advertising is the 
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What's this, duplicating or fingerprinting? 


We've got nothing against 
They're invaluable to police depart- 
ments and the F.B.1. But most people 
want their offset duplicating work to 
come out clean and attractive. 

So if your work shows fingerprints, 
smudges from handling and other dis- 
coloration, then you'd quick better get 
to know Colitho Offset Master Plates. 

There’s a plate that will take the 
normal handling, erasures and changes 
—even folding and mailing—and turn 
out copies that will make you look 
twice to see which is the original. For 
economy you can’t beat Colitho Plates. 
They'll swamp you with copies. 

No matter what make of offset du- 
plicator you use, you'll think your 
machine has really come to life when 


you start using Colitho Plates and 
Supplies. Put zing into your letter- 
a bulletins, reports, folders and 
other literature. Use Colitho Plates. 
Let us send you the complete Colitho 
story. Attach the coupon to your 
business letterhead for a copy 
of the Colitho Manual and free 
samples of Colitho Plates. 


COLUMBIA RIBBON & CARBON MFG. CO., Ine. 
190-9 Herb Hill Road, Glen Cove, L. L., New York 


OFFSET MASTER PLATES 


Colitho plates and supplies make any 
offset duplicator a better duplicator. 


& Carson Co., Ine. 

198-9 Herb Hill Road, Glen Cove, L. N.Y. D A- 
“tease send me a copy of the Colitho Manual and samples of 
Colitho Masters. 


Name. 


Tithe 


City 


Zone. State 


Make of Duplicator Model 


Plate Size, 


Clamp Style. 
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MAY WE THROW YOU 
A “LIFE-LINE”? 


Mailing Lists can be the “Life- 
Line” of your business - if you 
give them half a chance. And 
we can help you to locate and 
extend this “Life-Line” - if you 
give us the opportunity. 

All our executives - List “Life- 
Liners” 


Edith Drey 
Ted Hirsch 
Mary Sullivan 


Walter Drey 
Saul Gale 
Alan Drey 


will be available for special 
conferences at the Annual 
D.M.A.A. Convention at Wash- 
ington, D. C. We won't be 
hard to find - we'll all have 
identification tags - and we'll 
be looking for you! 


WALTER DREY, INC. 


Main Office: 257-4th Ave., New York 
BRANCHES 
333 No. Michigan Ave., Chicago, Ill. 
157 Federal Street, Boston, Mass. 
Member 
National Council of Mailing List 
Brokers 


ADDRESSING MACHINES 


EQUIPMENT-SUPPLIES-PARTS 


REBUILT ADDRESSOGRAPH 
All Models 
Hand & Electric 


WE MANUFACTURE . . . 
BUY and SELL Plates, 
Frames, trays, cabinets, 
tabs, ribbons, 4; 
mats. Our lerge stencil 
embossing dept. gives 
fast, accurate service. 


REBUILT ELLIOTTS 


All Models 


Hand & Electric 


WE MANUFACTURE . . 
BUY and SELL Fibre sten 

is, long & short trays. 
cabinets, liquid & paste 
ink. Also Smith Stencil 
typewriters 


Write For Information, Prices and Circular 
Dept. R-4, 40 W. St, N.Y. 11, N.Y 


MAILERS' EQUIPMENT CO. 


WHITT NORTHMORE SCHULTZ 
Mail Order Sales Consultant 
Highland Park 1, Illinois 


Inquiries Invited 


company talking, direct mail is the 
dealer talking. 

And when he talks in direct mail, 
his audience listens. On another piece, 
we found that 27.1% of the entire total 
stated that they had read some part 
of the piece. 18.4% of the total said 
they had read 20% or more of the 
copy. That means that almost one 
third of the people who were able 
to recall the piece, actually had read 
more than 20% of it. 

One of the aims of our direct mail 
is to get people to show the piece 
around. Accordingly, our survey at- 
tempted to determine if this was 
being accomplished. The 966 respond 
ents who said they had seen the 
piece stated they definitely remember 
ed showing it to 427 other persons, 
and thought they had shown it to 
an additional 292. That means for 
each 100 pieces seen, there were 70 
additional impressions made. Other 
findings involving the number of 
wives and husbands interviewed, dis 
closed that our direct mail is actually 
reaching 50.4% of the husbands and 
an additional 20.5°% probably saw the 
mailing. 

And here we come to the meat of 
the matter. We wanted to make mo- 
torists like their local Esso dealers. 
More than half of the people who 
hadn’t seen any direct mail had no 
opinion whatsoever about their neigh 
borhood Esso dealer. Seeing one single 
piece made a difference and the fig 
ures began to swing from “no im 
pression” to “favorable impression.” 
Those who saw two or more pieces 
gave the dealer an overwhelmingly 
favorable rating with 77.8% support 
ing him. Only 162° still had not 
made up their minds at this point. 
With results like that, we feel that 
when the local squeeze is on, the 
Esso dealer who uses direct mail 
won't feel the pinch. 


MISCELLANEOUS CASES: Over the 
years various companies in the insur- 
ance and industrial fields have con- 
ducted independent surveys of direct 
mail readership. It is too bad that 
in most of these private undertakings 
the management was reluctant to re- 
veal the findings. But we have a few 
hints which might prove of value. 
The life insurance companies, statis- 
tically minded, have been very active 
in surveying privately. Those who 
have checked repeatedly have proved 
beyond all shadow of a doubt that 
insurance agents can sell more policies 
when the prospet has been softened 


by pre-approach letters, or where the 
prospect has requested an interview 
after a series of letters. 

For example, one company report- 
ed to us that their average insurance 
salesman, working 40 hours a week, 
secured one application for a_ policy 
in every 30 contacts, whereas the sales- 
man who contacted prospects already 
approached by letter, sold one out 
of every 18. Some of the insurance 
companies have even developed statis- 
tical tables which prove that if a 
salesman sends 10 or 15 or 25 letters 
per weck to selected prospects, he will 
wind up at the end of a year with 
definitely established figures of com 
missions. 

Some of the larger manufacturers 
which sell to the consumer (stores or 
other manufacturers) through a sales 
force have, over the years, run fre- 
quent tests on the effectiveness of the 
pre-approach system. These manu- 
tacturers have determined that they 
should not be interested in the per- 
centage of returns from any one mail 
ing. In fact, we have had _ reported 
cases where the manutacturer gave 
up the use of return inquiry cards 
simply because the sales department 
wanted the salesmen to follow every 
prospect being circularized, after it 
was discovered that the salesmen sold 
just as much to those who did not 
answer as to those who replied. 

A number of year ago, at an Ad 
vertising Federation of America con 
vention, S. L. Banks of The McCaskey 
Register Co., Alliance, Ohio reported 
how his company felt about reader- 
ship and the pre-approach system. He 
was not interested in inquiries. The 
company backed up each salesman 
in each territory with pre-approach 
broadsides, folders and blotters. The 
pre-approach campaign gave each 
salesman a definite map of places to 
call, Each salesman had to carry 
through. The salesmen were enthu 
siastic because they knew from past 
experience that where the broadsides, 
folders and blotters reached the pros 
pect first, sales were much easier to 
make. 

In these cases, readership cannot be 
determined by percentage of replies. 
An analysis of readership of such 
campaigns is only possible after intel 
ligent analysis of sales results over 
a long period of time. 

Another company which does not 
worry about surveying the readership 
of direct mail is the National Cash 
Register Co. of Dayton, Ohio. Founder 
John H. Patterson was one of the 
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Hand Labor 


ON INSERTING and MAILING 


Can 
Off Plenty! 


MECHANIZE and save with... 


Maybe Dollars aren't worth what they used to 

be . . . but they're still mighty handy to have 

around. And they're mighty easy to funnel off 

4 if you go in for mass mailing in the old-fashioned 

—_ ‘ way, using squads of clerks, many square yards 

of floor space, wasting enclosures, envelopes, 

stamps. But dollars are mighty easy to save if 

you mechanize your mailing with an INSERTING 
& MAILING MACHINE. 


This unique equipment enables one clerk to do 
the work of many .. . saves you time, space, cuts 
costs four-fifths. We'll be glad to make a test run 
of one of your own mailings . . . prove to you that 
INSERTING & MAILING MACHINE eliminates human 
error, spoilage and waste. All you have to do is 
drop us a line . . . or mail the coupon. 


INSERTING AND 
co. Dept WO 


I would like to Test the efficiency and economy 
of the Inserting and Mailing Machine Method 
Send “What a Few of over 3,000 Business Men 
Think of the Inserting & Mailing Machine’ 

Individvel 

firm 

Address 

City lone Store 


Spiegel, famous Chicago Mail Order House, 
says: “Our Inserting & Mailing Machine was 
a good investment. It helps us do a better 
job—at lower cost.’ 


INSERTING AND MAILING hone co 


PHILLIPSBURG, NEW JERSEY 


SEALS ENVELOPE POSTAGE INDICIA & STACKS 
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GATHERS ENCLOSURES INTO ENVELOPE 


first large-scale users of direct mail 
in the United States. The principles 
he evolved about seventy 
are still being used by the present 
day advertising department. Reader 


years ago 


ship has been proved by time. 


The company builds for its sales 
men standardized campaigns for all 
of its products and for all the major 
applications. For cash registers alone 
there are nearly sixty complete cam 
paigas of at least five pieces each. 
Experience has shown that it takes 
an average of five mailings to impress 
the prospect sufficiently to sell him 


an idea. 


The NCR campaigns run along con 
tinuously. The prospective names 
in specthed lines of business are select 
or monthly. They 


pieces and 


ed weekly receive 
the five or six mailing 
then the salesman calls. The salesmen 
sales 
promotional material to show to the 


high be 


are equipped with collateral 


prospect. Sales results are 
cause the customers have been pre 
sold by the direct mail campaign. It 
be estimated that readership 


hose 


might 
in the case of NCR approaches ¢ 
to one hundred per cent... because 


the salesmen actually show the pros 
pect (in revamped form) what he has 
already seen in the mail. 

It is too bad that more case his 
tories of actual surveys are not avail 
release. Surveys have been 
made . are being made .. . but 
details are confidential. 

Perhaps the NIAA and the DMAA 
with more complete 


able for 


can come up 
findings. 

Just one more important subject for 
before we get into 
under six functional 


the outline... 
case histories 
headings. 


YOU MAY BE 
KIDDING YOURSELF 
ABOUT DIRECT MAIL 


Betore tackling an analysis of the 
varying readership of different types 
of direct mail (as determined by ac- 
tual response), we should inject some 
words of caution about the dangers 
ot analysis. Or rather we should em 
phasize that there are many elements 
to be considered betore you can make 
any definite decisions on the worth 
or on the worthlessness of a direct 
mail ettort. 


We want to in- 

clude here one of 

the best talks ever 

made at a direct 

mail convention. 

* Read it caretully 

word for word. 

After you have 

completed it, we 

will tell you when and where it was 
made. The subject: 


“WHAT WILL BRING 
DIRECT MAIL SUCCESS?” 


 euGte There are those who 
claim that good copy is the one thing 
that insures the success of a campaign 
or ot a letter, or of a mailing of any 
kind. In fact, someone on the ros 
trum last year at the DMAA Con 
vention said that copy is 90 per cent 
of the success. He said, “Give me a 
good piece of copy and I know the 
campaign will be successtul.” | hate 
to be disagreeable. | would much 
rather applaud and whistle and stamp 
and cheer; but the dear tellow is 
wrong, you know. It is not within my 
nature to let him get away with that 
unqualified statement. 


Don't miss Cupples-Hesse's exhibit of envelopes 


designed especially for direct mail and employed 
by some of the Nation's largest users of that adver- 


tising medium. 


You'll get ideas . . . and you'll see just what the 
right envelope can do to help you boost your direct 
mail returns. Want to see envelopes that feature 
color printing, custom embossing, personalized de- 
sign that adds real pulling power to any aa! 
Then don't miss the Cupples-Hesse show—BOOTH 
H-| at the DMAA convention. 


Cupples-J#esse Corporation 


DETROIT DES MOINES 


Offices in 24 Key Cities 


ST. LOUIS 
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If copy is the most important thing 
in direct mail success, let him write 
the finest pieces of copy he can write 
about a baby carriage. Let that copy 
just sing with thrilling words. Let it 
be truly a work of art — something 
to frame. Then give it to me and | 
will mail to a list I have of bald 
headed, old bachelors! I defy his copy 
to sell any baby carriages, or even 
make mental impression on the 
names on that list. 

So, of course, the man who claims 
that copy is 90 per cent of direct 
mail success, comes back at me and 
says, “Why, of course, the list must 
be right!” So he admits now that so 
tar there are two factors which about 
equally share the honors in what 
brings direct mail success. 

But let us go a little further. Let 
us take a very good list. A list of 
young mothers with new babies. Then 
to that list let us mail that wonderful 
piece of copy. But let me get my fine 
Italian hand working on the physical 
presentation, and let me set the mes 
age in three-point type that you can 
not read without a microscope; let 
the pictures be poor, and the whole 
thing miserably botched. Yet the list 
is good; and the marvelous piece ol 
copy is there. But for some reason 
we get no results from this mailing. 

Perhaps, then, there is a third factor 
in getting results out of direct mail. 
Perhaps the man who so ardently 
claims that copy is 90 per cent will 
now admit there is a third factor— 
physical presentation, which includes 
paper and envelope selection, type com 
position, art work, grade of printing, 
excellence of engravings; in fact every 
thing that has to do with carrying 
that beautiful piece of copy to that 
wonderful mailing list of 
mothers. 

So there’s third Having 
found three, we doubt 
whether any one is so important as 


young 


tactor,. 
begin to 


its devotees claim. And now we begin 
to get nearer the truth, 

When some bird shows me a sales 
letter and twitters in my ear that 
it pulled nine per cent and asks me 
to read the copy, and then embrace 
him for his cleverness, I say, “Go 
way. I’m not interested in that piece 
of copy, nor any other remarkable 
piece of copy; and I've written some 
of the most remarkable copy that 
was ever written, or ever will be 
written,” I tell him with my usual 
modesty. “What I want to know 
about is the other factors which help 
ed make that letter pull. 1 want you 
to tell me about some of the things 
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the president has said in the news- 
papers which created nationwide pres- 
tige for the company that mailed this 
letter. | want you to tell me about 
that house organ you have been mail- 
ing for ten years to the same list 
that got this letter, building up a 
prestige background for that letter 
to pull against. | want to dig in and 
find out just how all of the circum- 
stances which might have joined to- 
gether unfavorably, just happened to 
combine favorably enough so that that 
sales letter you are bragging about 
pulled such remarkable results.” 

For, ladies and gentlemen, half the 
time, when some campaign or piece 
pulls fine results, it is in spite of 
the copy, not because of it and the 
real thing that got the results was 
that the copy went out with the other 
hundred things which might have 
been wrong, right — either through 
being carefully arranged for or through 
luck or some other factor. 

Lots ot folks stumble onto the 
right way to do things, you know, 
without following any rules. Lots of 
tolks play mighty good golf as na- 
turals, but when some “pro” gets 
after them, they begin to get worse. 
So lots of people are creating direct 
mail that seems to get some results; 
and they do everything by hunch, 
prejudice or habit. They do not know 
anything about the science which un- 
derlies what they do; they just do, it. 

I am never interested in any part 
of direct mail, am never interested 
in one campaign, one mailing piece, 
or the fact that John Jones wrote a 
folder that did thus and so, unless 
some underlying principle is revealed, 
which I can prove to myself is a 
fundamental rule which can be test- 
ed, checked, re-tested and finally evolv- 
es into a law which is as provable 
as any law in any science. That is 
all I am interested in for I have 
long realized that too many people 
are considering advertising, especially 
direct mail, as an art, and that there 
is no real science behind it. I have 
heard it said that a direct mail cam 
paign succeeded because it had IT. 
Now I claim that you can analyze IT 
and tell what IT is. 

Twenty year ago, any kind of print 
ed matter you sent out got some 
results. There wasn’t much competi 
tion for the reader's attention and 
regardless of how poor your stuff was, 
someone answered it, someone bought 
your goods. But times are changing. 
Direct mail is becoming recognized 
as a sales medium, a selling tool, a 
proved medium of sales promotion 


This is just a small sample of 
the 50 MILLION mail order 
buyers’ names we offer on 
rental. How many of these 
50 MILLION would you like 
to have as your customers? 


Write for free bulletin 


MAILING LIGT SERVICE 


140 WEST S50 STREET, NEW YORK 19, N.Y 
Member National Council of Mailing List Brokers 


SELL BY MAIL 


If your proposition is sound 
we will make a preliminary 
test on a bona-fide 
GUARANTEE OFFER! 


Send complete information to 


ARTWIL COMPANY 
ADVERTISING AGENCY 


MAIL ORDER SPECIALISTS 
22 W. 48 St., New York 19 
PLAZA 7.1355 


Use lots of photos in all direct- 

mail pieces like EVE*CATCHERS 

does. Surveys prove photos 

ovutpul!l all other illustrations ‘e 
oy almost 50°, . SINGLE PRINTS ~ 
NOW AVAILABLE. Write for 

FREE Proofbook No. 40-A. ef 

EYE*CATCHERS, Inc. Wy 

207 E. 37 St. New York 16, N.Y. , 


PONTC 


“The House of Direct Mail” 


W. S. PONTON,-1 
50 East 42nd St., New York 17, N.Y. 


B 
tee 
500,000 buyers 
of Xmas Tree 
Ornaments; women 
with children 
350,000 buyers of a Bible a 
(sold on the installment 
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BE SMART— 
INGS 
FOR BETTER MAIL! 
BETTER LISTS 
Write Dep't “R” for FREE 
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SAVE 

MORE 

THAN 
$167.04 
A YEAR 


the number of machines 


Z, Cleveland 15, Ohio. 


TESTED METHOD CUTS COST OF STATIONERY, SUPPLIES, TYPEWRITERS and other office 
machines activities, carbon paper, ribbons, stencils, offset and Ditto masters, mats. Lessens repairs, 
errors, erasings, machine and personnel replacements. Produces contentment and efficiency. Savings 
are assured by the TESTED METHOD, stopping a costly hidden waste. Savings multiples, based on 
The method pays for itself — in practical savings. ASK FOR YOUR SELF 
TESTING KIT. It is FREE, positively no obligation. YOU casa prove the savings. TESTED PRODUCTS 
CO; Buc keye Bldg . Dept 


which, added to other means of mak 
ing sales, helps increase volume, helps 
cut sales costs and boosts net profits 
what it is that makes 
successful 1s very 


To discover 
direct’ mail very, 
important to American business. What 
brings direct mail success 1s the pro 
duct accurate planning by men 
who know, the product of smooth 
coordination of all the variable tactors, 
the result 
of nearly a hundred different 
of which, wrongtully used 
what 


ol 


of a pertect’ combination 
tactors, 
any 
or 


otherwise 


one 
would 

the 
any 


ignored, may ruin 


be success. It is not 


copy, it is not the art, it is not 
one thing at all, but it is that one 
thing, properly added to ninety-nine 
other things, that makes direct’ mail 
suce ss! 


Most 
with the mental end of the planning, 


of these factors have to do 


before the physical end is even thought 
about. And | don't care whether you 
are using multigraphed sales letters, 
or what not; of 


or a_ house 


whether 


organ, 
you are a 
retailer, 


manutacturer or 


jobber or or whether you 


million, it is in 


direct 


spend a dime or a 
the planning your 


that the success is engendered. The 


ot mail 
mailings themselves are but the out 
side physical evidence that there has 
the right kind of 

Some folks do not 
that should be 
the 
then every effort must swing around 


planning. 
realize 


been 
seem to 
ho copy written until 


definite objective is determined, 


that one objective. And when the 
piece is designed, ready to produce, 
it should be checked up and fig 
uratively asked a few questions. Put 
the dummy up in front of you and 
talk to it. Ask it questions. Suppose 
the objective is to get actual inquir 
les salesmen to follow up. Ask 
your dummy if it clearly makes this 
point — if it boldly asks tor inquiries. 
Then ask it if it has given the pros 
pect a or tor 
making an inquiry right away with 
out delay; then ask your dummy it 
it has made it easy tor the prospect 
to make the inquiry. 

resultful direct mail is a 
not a matter 
copy. Copy ts important. 
1 will admit that. For if you have 
the other ninety-nine factors right 
and your copy, the hundredth factor, 
is no good, then you face failure 
just as surely as if your whole ninety 
wrong. Any one 
factor can wreck the results. Any one 
factor ignored can prevent success. 


lor 


reason several reasons 


Planning 


matter of engineering, 


ot writing 


nine tactors were 


The main trouble with direct mail 
is that not five per cent of the users 
a plan. Direct mail is a great 
big beautiful tool that is being dulled 
by a lot of people who do not know, 
and will try to find out, what 
all about. 


have 


not 
it 


The material have just read 
was part of a talk given by old-timer 


you 


Verneur Pratt in October 1928 (24 
years ago) at the Philadelphia DMAA 
Convention. What Verneur Pratt said 
then is just as timely today. The 
material is important because it em 
phasizes that there are a possible hun 
dred different tactors to be determined 
in planning a direct mail eftort, or 
the ettectiveness 
ettectiveness. 


in determining or 
lack 

At this same 1928 Convention, Ver 
neur Pratt introduced the first 
time, his chart... designed as a work 
ing tool for those who want to 
analyze the resistances against the 
success of their direct mail ettorts. In 
this study of direct mail readership, 
we ought to include the chart be 
cause it should be buried in 
ancient files... and may 
prove helpful to many newcomers in 
the years ahead. We should not for 
get, in analyzing readership from 
results, that many other elements may 
have atfected the re 
trom 


ot 


tor 


not 
because it 


down ) 
ettort. 


(up or 


sponse any one 

This completes the first section of 
our outline on “How to Think About 
Direct Mail Readership.” We've tried 
to give you a simple explanation of 
the four types and the six major func 
tions (backed by opinions and sur 
so that the variance in read 


under 


veys)... 
ership and responsiveness is 
standable. 

you will get fac 
under the 


From here on... 
tual material, classified 
proper functional headings. 


Make the M 


ducing 
they 


MADDERN recommended lists of DIRECT 
MAIL MAIL ORDER buyers cost 


more than ordinary |ists 


and no 
yet they are pro 
for 
YOU. Here 


hundreds of 


record-breaking results others 
do the 


few of 


and can same for 


are only a the many 


lists we heave to offer 


villa MADDERN, 

1 215 Fourth Ave, New York 3, N.Y 

| Without obligation, send us complete de 
tails obout more responsive mailing lists 

Name 


Product of 


Service Offer $ 


Compeny 
Address 
City 


Zn State 


SR 


44,000 industrial firms who bought maintenance equip 
mai! 


befter 


by 
186,000 buyers of 
etc 
170,000 buyers of 
100,000 buyers of 
180,000 buyers of 
900 000 women 


470,000 active 
fund 


ment 


class gifts, housewares, toys, 


a book on retirement 
travel books 
a high 


nterested 


cost dictionary. 
in sewing tricks 
to wildlife 


contributors conservation 


WE ARE CHARTER MEMBERS OF THE NATIONAL 
COUNCIL OF MAILING LIST BROKERS 


Return this coupon for complete FREE details about 
MADDERN recommended lists for YOUR OWN product 


or service 


Return this coupon if you want to eam as much as 
$15.00 per M for the one-time rental use of your 
prospect or buyer's list to our non-competitive clients. 


st of Your Direct Mail Opportunities! 


1F you have a of 5000 or 
and you want it to collect gold 
let us rent if for 


it never 


list more 
names 
dust instead of dust, 
You don’t sell your list 
You 


2 


you 
leaves your premises simply 
much as $15 per M on a royalty-for-each-use 


in fact 
collect as 


basis 
twilla MADDERN, ine, 
215 Fourth Ave., New York 3, N. Y. ] 
Without any obligation, send us compiete § 
details about the profits we can make 


from the rental of our mailing list to] 
non-competitive users 


Name 
Company 
Address 


Zn State 


SR 
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Battering Down the SALES RESISTANCES 


Find those RESISTANCES 


which prevent sales: 


Resistances in the 


Product 


esistances in the 
Marketing Plan 


she 


whe 


. Priced too high for quick acceptance. 
. Does not fully meet buyers’ needs. 

. Demands too much after-service. 

. Has no inherent “talking points” to 


advertise. 


. Poorly designed, packed, displayed or 


finished. 


. Dealers and distributors refuse cooper- 


ation. 


. Sold through too difficult distributive 


channel. 


. Not sufficient “‘buyer acceptance” 


aroused. 


. Not enough, distribution and turnover. 
. Terms, credit, shipping not satisfactory. 


Resistances in the 
Internal Organization 


Resistances of 
Competition 


_t 


. Salesman not well trained to present 


product. 


. Executives not fully “sold” on market- 


ing program. 


. Insufficient finances, too small appro- 


priation. 


. Poor “esprit de corps,” low sales 


morale. 


. Bad location, unfavorable past reputa- 


tion. 


. Competitors’ advertising and salesmen 


unfair “knocking.” 


. Lower prices, better quality or easier 


terms. 


. Better dealers, distributors and sales- 


men. 


. More advertising, greater consumer 


demand. 


. Better financed; older; more progres- 


sive. 


Resistances of the 
Prospect’s Mind 


Resistances in the 
Message Conveyance 


. Urge or “pull” of old habit; hard to 


change. 


. Unwillingness to read or believe claims 


for product. 


. Inertia, difficult to persuade to act. 
. Lack of comprehension of complicated 


argument. 


. Confused by multitude of competitive 


claims. 


. Product difficult 


to illustrate or de- 
scribe. 


. Lack of proof of assertions. 
. Not sufficient continuity to advertising 


effort. 


. Not enough advertising per prospect. 
. Wrong copy appeal; no dominating 


idea. 


Design Direct Mail to Overcome ALL Sales Resistances 


This chart was originally published in the November 1928 issue of Postage and The Mailbag. Have your 
photostater blow it up and use it as an aid in getting better readership and higher response. 
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Case Histories of 
Direct Mail Readership 


Through mail or personal contacts 
and by digging through the files .. . 
we've collected hundreds of case his- 
tories and will give as many as pos 
sible . . . in brief fashion. In some 
instances, it has been necessary to 
combine opinions and confidential re 
ports into a general description of 
one phase of the problem. 

Skim through the descriptions and 
figures. Check those which have some 
bearing on your business . .. or which 
may come in handy if it is ever 
necessary for you to file a “brief.” To 
carry along the thinking and opinions 
in Section One, the case histories are 
separated under the six primary func 
tional uses of direct mail. 


To obtain actual money or or 
ders. 

To create more effective per- 
sonal sales contacts. 

To bring persons to you. 
To intluence thinking of groups. 
To carry on research and mar- 
ket surveys. 

To secure action from the pros 
pects. 


1. To Obtain Actual 
Money or Orders 


This function should be studied 
first . . . because it is the most con 
tusing. And it helps in the thinking 
process to separate this function from 
the other five. There is really a clear 
cut division between this functional 
use of direct mail and all the other 
uses, although they too should ulti- 
mately (but not immediately) result 
in sales 

It is because of the publicity sur 
rounding this first functional use that 
most of the myths concerning direct 
mail readership originated. People 
have heard so much about one or two 
or three per cent “normal returns” 
in order or money seeking operations. 
But these estimates are not true in 
all types of operations. 

To make the subject even simpler 


.. . this first tunctional use should be 
broken down into classifications ot 
users. Readership and results vary be 
tween groups of users. 

There are five main groups who 
use direct mail to obtain direct orders 
and ‘or money: 


1. Publishers (to secure subscrip 
trons). 
Booksellers. 
Sellers of products and services 
by mail (mail order only). 
Charitable organizations (to 
raise funds). 
Commercial and industrial or 
ganizations which direct 
mail at times or in part to se 
cure direct orders. 


Let’s consider each group separately. 


PUBLISHERS 


Publishers of general and trade 
magazines (No. | above) are per 
haps the largest (as a group) users 
of direct mail. All use it primarily for 
securing new subscriptions. The prob- 
lem here is different than in any 
other form of mail selling. The cost 
of the product sold is not of vital 
importance. The publishers want cr- 
culation in order to keep or fix ad 
vertising rates. 

Therefore, most publishers (pro 
moting subscriptions by mail) fix a 
break-even point, which is nothing 
more than the amount they are will 
ing to spend to add each new name to 
the subscription record. A magazine 
selling for $3 a year may be willing 
to spend $3, or $4 or even more, to 
get each new subscription . . . hoping 
to profit by the investment in high 
renewals or in increased advertising. 
So the general magazines as a group 
are mass mailers. These are the folks 
who figure in millions of names ra 
ther than thousands or hundreds. 

It would be useless to list indi 
vidual case histories of percentages 
of return . even if we could get 
a release of the figures. Most of the 
keep their percentage 


mass mailers 


results “top secret” though the pattern 
is well-known in the trade. 

Some magazine promoters can op- 
erate successtully (that is, break even) 
at a less than 1% return on mass 
mailing. The over-all pattern is de 
finitely between 1% and 2%. In 
special cases, to select lists, the per 
centage could go to 3% or 4% or 
even But those cases are rare. 
This is the spot of lowest percentage 
return on primary mailings. But 
this low return is offset by the high 
returns in renewals (for the good 
magazines). Renewals (obtained by 
mail) run anywhere from 25‘ to 90%. 

Ot course, in all classifications 
there are exceptions. Trade magazines, 
tor example, have been able to sell 
bulk subscriptions where the total 
amount of individual subscriptions 
sold amounted to 30° or 40° ol 
the list used. 

Religious publications have been 
successful with group plans. We have 
an interesting report trom Keith C. 
Von Hagen of The Sunday School 
Board of The Southern Baptist Con 
vention (161 Eight Ave., N., Nash- 
ville 3, Tenn.). The Board publishes 
some 77 different periodicals. In 
October 1950, a new magazine was 
brought out for choir directors. Keith 
Von Hagen picked out the names 
of officials in 5,264 churches who had 
previously used other Board literature. 
He mailed two letters about the new 
magazine. From the two letters, he 
received a total of 738 replies (about 
14% of the list) with bulk subscrip- 
tions totaling 15,644 (300° of the list). 

But those figures cause the average 
magazine circulation manager to have 
nightmares. He rolls along between 
1% and 2% and is tickled pink when 
a test mailing pulls three-tenths of 
1% better than a previous letter. 

We should point out here that some 
of the best-known magazines deli 
berately hold down returns. They do 
not always use the letter which pulls 
best on a test. They know that a 
high-pressure letter may pull a higher 
percentage of return but it may ir- 
ritate those who do not respond. 
These non-answerers are important 
too, because properly nurtured and 
approached at the right time, they 
may respond next month or next 
vear. Some of those who do not re 
spond may be regular purchasers at 
newsstands. 


BOOKSELLERS 


The booksellers (No. 2 above) rep 
resent the next largest class of mass 
mailers. They have problems similar 
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those of the magazine publishers 

since their books are available in 
stores and on stands. But the book- 
sellers have a “cost of product” which 
must be covered. Again we won't 
give statistical case histories, for re- 
turns on individual mailings are “top 
secret.” The overall pattern is well- 
known. 


Observations of the experts would 
run about like this: (a) It’s practical- 
ly impossible to sell (profitably) a 
single fictional book by mail. Re- 
turns too low. (b) Book clubs can 
operate on a I%e return (some get 
less). On some mailings, the acquisi 
tion cost of new subscribers is some- 
times equivalent to entire revenue 
for first year. Profits are made on 
renewals or keeping subscriber active 
over long period. (c) On specialized 
(technical) books, returns can run 
from 2% to 5%. In rare cases higher, 
with very select lists. 


@ Jim Ford of Washington, N. J. 
once reported a 3,350 mailing on a 
business book which pulled 9.1% 
return. A second mailing to same 
group brought 6%. A special appeal. 
(d) Most of the booksellers (not 
clubs) work “package deals.” That 
is, they offer more than one book 
each mailing and then figure their 
returns, not in percentage of list 
responding, but in dollar volume per 
thousand mailed. (e) The same ex- 
ceptions apply here as in the mag- 
azine field. In religious publishing 
groups especially there are possibili 
ties of bulk sales. 


@ For example, the Scripture Press, 
434 S. Wabash, Chicago 5, Ill. started 
in 1934 in a one-room flat on LaSalle 
Street. Its present annual business 
runs into the seven figures. Direct 
mail has been primary medium of 
promotion. Last year, more than a 
million and a half Teacher’s Manuals 
and Pupil’s Workbooks for Vacation 
Bible Schools were sold by mail. They 
were sold in bulk. 


At any rate . . . don’t let the pub- 
licized returns from magazine and 
book publishers’ mailings confuse you 
about the readership of direct mail. 
The mass mailers, in most cases, rep- 
resent a completely different and 
separate division of direct mail (as 
a medium). The mailing pieces of 
the mass mailers are probably seen 
more frequently by the average 
householder or business person 
but this division of direct mail rep- 
resents only a relatively small frac- 
tion of the total expenditure of money 
and effort for direct mail. 
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Most businessmen 
are harder to reach 
than Garcia. Your 
mailing piece faces 
tougher obstacles 
than enemy sen- 
tries, steaming jun- 
gles, festering 
swamps. 


GOT AN IMPORTANT 


But the New tm- 
proved WARE POST- 
CARD will carry your 
message through 
watchdog secretar- 
ies, over mountains 
of mail, past yawn- 
ing wastebaskets, 
into the hands of 
decision-making 
executives. 


New ware PosT- 
CARD has a clean, 
crisp appearance 
that commands 
respect. A micro- 
smocth finish on 
both sides delivers 
a sharper, easier-to- 
read impression 
with letterpress or 
offset printing. Fine 
screen halftones 
and large solids 
show new life on 
WARE POSTCARD. 
Even its snap has a 
ring of authority. 


4 New Improved WARE POSTCARD gives your mailing 
piece an importance too demanding to ignore. So when you have 
a message to carry to Garcia, depend on WARE POSTCARD to 
deliver it into the right hands. 


McLAURIN-JONES CO. 


Makers of Old Tavern Gold and Platinum Papers, G teed Fiat G d Papers, Relyon Reproduction 
Paper and Waretone Mirror Finish Papers 


BROOKFIELD, MASSACHUSETTS 
OFFICES IN: NEW YORK CHICAGO CINCINNATI LOS ANGELES 
Mills located at: Brookfield and Wore, Mass. Grand Rapids, Mich. and Homer, La, 
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MAIL ORDER OPERATORS 

This (No. 3 above) might be 
called the next step up the ladder in 
readership potential and percentage 
returns. Jim Mosely of Mosely Mail 
Order List Service, 38 Newbury St., 
Boston 16, Mass. estimates that there 
are about 8000 people and firms 
publishers) who are 
engaged in mail order operations. 
These are the people who sell ser 
clothes, housewares, furniture, 
foods, gifts, garden stock, etc. nearly 
entirely by mail. Some use restricted 


(outside large 


vices, 


space ads to get original orders or 


job of 15 hand-sealers 


ay 
wy 


giving your client more mileage for his advertising dollar . . 


inquiries . . . but most of their busi 
ness getting and fulfillment is done 
by mail. (Note: More than 100 
magazines now have shop-by-mail sec 
tions for these mail order operators.) 

Go to any direct mail gathering and 
you will hear a lot about and from 
this mail order-minded group. You'll 
hear that one letter pulled 32° bet 
ter than another. The 32°] increase 
might mean that ene letter pulled 
1% and the other 1.32. 


Mail order operators talk about the 
results of test mailings in percentages 
of difference. You'll hear statistics 


Get more mileage 
for your client’s 
Direct Mail Dollars — 


You con cut production costs—and cut production time in your shop... 


. by using 


hord-working, lower-cost self-mailers ... automatically secled 


Only Seal-O-Matic—the completely automatic sealing machine—can give 
you this dependable, accurate economy The Seal-O-Matic slashes your 
costs to less than 25% of hand sealing—and one operator will do the 
By using self mailers, you save the cost of 
envelopes—reduce the postage—and cut handling time and costs 

The Seo!-O Matic cuts, moistens and applies the seals automatically all 
in one operation—even tips in your enclosures. Handles booklets up to 
Ye-inch thick—1-to-5 folds—2 inches by 4 inches up to 9% inches by 
13 inches—seals flot, or over the edge. 


Seal-O-Matic Machine Mfg. Co., Inc. 
Automatic Sealing Service, Inc. 
115 Christopher St.. New York 14, N. Y. 


Exclusive users and operators of the Seal-O-Matic Sealing Machine in 
the Metropolitan New York oreo 


Write for our free bulletin today. 


Seal-O-Matic Machine Mfg. Co., Inc. 


401-C Chestnut St 


S. Hackensack, N. J. 


Please send your free bulletin on Automatic Sealing of self 
mailers to speed up production—and cut down costs. 


Name 
Compony 
Address 
City 


State 


showing that May returns on a test 
were 66.3; better than April; that 
blue return envelopes pulled 97.4% 
hundred per cent “normal” 
against 94°, for yellow 
That’s one of the reasons why a 
statistical analysis of mail order read 
ership is contusing. The test results 
are given in large sounding percen 
tages but the actual readership 
or percentage of return per thousand 
may be extremely low. 

Much money is lost in “mail order” 
because amateurs think it’s an easy 
and glorious way to make big money. 
They don’t know the pitfalls. It ts 
difficult’ and impossible 
to sell one low-priced product by 
mail .. . even by a well-known com 
pany, let alone a newcomer. The pos 
sible returns on cold lists are too low. 
No matter 
returns on cold, straight-selling mail 
around 14%, 2% or 3%. 


as high as 5% or 6% 


ot a 
envelopes. 


sometimes 


what anyone tells you, 


ings run 
Sometimes 
on an exceptional offer to a good list. 
I know of one one-product _ seller 
(with repeat possibilities) who can 
break even on 34°). He sometimes 
gets as high as 6% on cold lists. 

Most of the successful mail order 
operators have developed, by accident 
or design, into the selling of group or 
bulk products. They sweat blood get 
ting their first’ lists of customers 
(often at a loss). But then their per 
centage of return increases as they 
make subsequent mailings to satisfied 
customers, 

Some matl order operators, es 
pecially since increased third class 
postage, are experimenting with in 
quiry-type mailings to find out 
whether they can use less costly 
mailing pieces to get 
then convert the inquiries into sales. 
@ Alan Dugdale of Drumeliff Ad 
vertising Service, Towson 4, Md. re 
ported on a tour-way test using sin 
gle and double post cards. A different 
2000 list was used for each of four 
cards. The single government card 
pulled 282 inquiries (14°) with 25% 

indicia 
inquiries 
conversion to 


inquiries and 


conversion rate. The single 
permit card pulled 245 
(12%) with a 24.5% 
orders. The double card, mailed bulk 
third class with a_ business reply 
card attached, pulled 607 inquiries 
(30°) with an 188° conversion 
to orders. The double card. with an 
unpaid reply card attached, pulled 
521 inquiries (26°) with a 19.4% 
conversion to orders. In other words, 
the inquiries were obtained at a re 
latively low cost per piece mailed. 
And the conversion rate was not bad. 
Even though the conversion rate 


THE REPORTER 


i 
| 
ia 
i 
| 
| 
| 
| 
= 
if 
| 
J 
Ey \ ~ 
“ 


was lowest (18.89%) on the best 
pulling card .. . more actual 
customers were obtained and_ there 
fore more profit. 


It is interesting to study these ex- 
periments. Maybe a lot of mail order 
operators have been all wrong, being 
satistied with their 1-2-3-4°% return 
on high-pressure, asking-for-the-order 
letters. Perhaps it would be better to 
change tactics and weed out the 
good prospects by inquiry-seeking ap 
peals. Then hit those selected _pros- 
pects for a higher percentage of con 
versions to orders. 


@ Another mail order operator (who 
doesn’t want to be quoted) has tried 
a difterent sort of experiment to get 
selected and pre-sold names. He 
sells a repeat product used by auto 
mobile owners. He mailed a_ special 
letter to owners of high-priced cars 
in a certain county in New York. He 
enclosed a coupon imprinted with 
the recipient's name and address 
which was redeemable at specified 
service stations for a free sample of 
the product offered. 48°% of the 
people who received the mail offer 
took the trouble to visit the specified 
gasoline stations. The promoter had 
a 100° guaranteed list of people 
who knew something about his pro- 
duct. He could go after them for 
repeat business. At least the effort 
gave us another case history of a 
48° readership of direct mail. 


Many people in the mail order field 
(like the booksellers) figure in terms 
of dollars returned per thousand 
mailed . . . rather percentage 
of responses. This is particularly true 
of larger-sized mail order operations 
where many products are offered in 
the same mailing. The selling woods 
are filled with people who want to 
get into what they think is a profit- 
able “mail order business.” What the 
amateurs forget is that mail order is 
a problem of fairly simple mathe 
matics. There are some things which 
cannot be done by mail . . . profitably. 
The good direct mail counselors will 
steer people away from unprofitable 
ventures. 


@ For instance, we know of one 
recent case where a_ plastic manu 
facture: wanted to sell by mail a 
household product which retailed 
for $1.50. He thought he could sell 
a package of three units for $4.50. His 
manufacturing cost, plus overhead 
and shipping amounted to $1.70 for 
the packaged three units. That gave 
him a possible profit of $2.80 per 
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order. The list was a difficult one use direct mail to sell his product 
to get. Many tests would have to be to retail stores. But that same pro 
made. The product was difficult to duct might be sold succesfully by 
describe except in full color so his mail if it was combined with other 
mailings would cost approximately offers circulated by those who special 
$100 per thousand. Dividing the ize in gift mail order operations. 
$100 by $2.80 any amateur mathe 
matician could determine that the @ Once in a blue moon, some cour 
manufacturer would have to sell ap ageous soul like Ralph Thompson, 
proximately 36 customers out of every who sells citrus fruits from Winter 
1000 letters mailed in order to just Haven, Florida will reveal at a con 
break even. That’s 3.6%. He would vention that he mailed 6,953 letters 
have to get from 6% to 10% in costing $388.36 and received 846 
order to make any appreciable profit. orders (127) amounting to $13,659. 
The counselor advised the manu 50. But he'll warn you that the list 
facturer to forget the idea . . . to was not cold. Most of the mail order 


This 

gummed 

envelope envelope 

got too much water didn’t get enough water 

The mail clerk soaked it, but the It stuck i diately, but b the 
gum won't take hold until it becomes water did not penetrate the gum, the 
tacky. So he weights it — and waits! flap popped open in transit — con- 
(Let’s hope it hoids!) tents lost or delivery delayed. 


taped 

envelope looks messy 

but it shows whet happens when 
mail clerks get tired of fussing 
with large gummed envelopes. 
However, the effect is not good 
and it's an added cost! 


‘Made of tough Substance 32 Kraft with extra wide bottom 
_ seal. The flap and back each have two strips of self-sealing - 
adhesive that requires no moisture. The mail clerk just 
“presses down the flap — and Presto! it’s sealed for life! 


More and more mail is traveling first class — and bulky 
mail requires a tough, light-weight envelope that seals 
easily and holds securely. That's why more and more mailing 
departments ore stocking these U.S.E. DUBL-GRIP SELF-SEAL 
ENVELOPES. Two sizes: 912” x 12%” and 10” x 13”, 
Ask your Printer or pocked 100 to o box, 500 to a carton. 
Envelope Supplier for 
somples and prices UNITED STATES ENVELOPE CO. 
Immediate delivery 14 Divisions from Coast to Coast 
Springfield 2, Massachusetts 
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MAKE ‘EM LAUGH! 


Friendly prospects buy quicker Make 

yours laugh with the “Let's Have Better 

Mottoes monthly mailings Unusva! 

effective economical exclusive. Write 

for details on your business letterhead 

FREDERICK E. GYMER 

27125 E. Mh Cleveland 15, 


Want to know more about this 
spectacular direct mail sales 
promotion, and what it is 
doing for the two dozen or 
ganizations using it in various 
cities and businesses? Want to 


see proof of results? 


I'l! be in Washington at the 
Shoreham Oct. 67-89, and 
I'm making appointments now 


with those interested. 


Shall | include you? 


PONTON 


“The House of Direct Mail” 
mechanized and streamlined for 
fast, accurate and efficient service, 
— at lower costs to you . . . 


W. S. PONTON, INC. 


50 East 42 New York 17,N.¥. MU 7-5311 


HERE'S A REAL 
OPPORTUNITY IN 


DETROIT 


FOR SOMEONE WHO 
KNOWS DIRECT MAIL 


\ machinery dealer and_re- 
builder is looking for a man or 
woman to take charge of his 
direct mail dept. It’s a creative 
position with unlimited possi- 
bilities for advancement. If 
you'd like an unusual oppor- 
tunity to advance with a rapidly 
growing firm write Box 56, Tne 
Reporter, Garden City, N.Y. 
Tell us all about yourself and 
particularly what you've done 
for others. 


operators won't talk about results 
because they have too many com- 
petitors. You can’t blame them. 


@ Alfied Allen Watts Co. Inc., 740 
Washington Ave., Belleville 9, N. J. 
manufacture and sell time-saving 
forms for office efficiency. 90% of 
their promotion dollars go for direct 
mail. Direct Mail Manager Leslie 
Guest (also president of Society of 
American Magicians) is one mail 
order man who is not afraid to reveal 
percentages. A few quotes from him 
may be helpful. 


know that a 
heavy proportion of our mailing 
pieces hit the wastebasket after a 
casual glance or a perfunctory read- 
ing. But that is no reason to stop 
sending them out it is merely an 
indication that we should make our 
lists more selective, and be sure that 
the majority of people receiving our 
mailings will be receptive to what 
we have to offer. 

But this selective business can be 
carried too far. I can always make 
a grandstand play by confining my 
mailing to small known lists of cus- 
tomers or spotted buyers. 

Example: Campaign No. 52, dated 
June 195] a sma!l mailing to old 
customers, both regular ones, and 
those who had stopped buying from 
us. Just a friendly request, could we 
have their order in the summertime 

they need the item eventually, 
and we need the business, particularly 
in summer, when things get a bit 
slack. Returns in orders were 13.4%. 

Some might say that these people 
would have ordered later anyhow. 
That is true of some, but certainly 
not true of all and I believe in 
“The Bird in the Hand” adage. And 
of the 13.4°7, about 4% were people 
who had not bought from us for 
years, and probably would never 
have done so, had we not approached 
them casually as “regular” customers. 
The mailing was certainly worth- 
while. 

I budget my major mailings so 
that a return of 1% will show a 
modest profit, and that is our buffer 
if a mailing should prove to be a 
flop. 

In my 5 years with Watts, no major 
mailing has produced less than 1.6% 
returns, and some have run as high 
as 3.2°7. My average appears to be 
2.1% veturms... 


® Collegiate 
Champaign, Ill. sell 
church and school choirs .. . 


Cap and Gown Co., 
apparel for 
entirely 


by mail. A dozen different selective 
lists — largest is 80,000 names and 
smallest 1500. Ad manager Don Kruse 
reports that he considers a 1.5% 
return good . . . but a recent mailing 
to 9000 choir directors pulled 4.5% 
return. Each return is valuable be 
cause it means a bulk order. 

We'll skip further statistics here. 
In a separate column we will give 
you a list of some of the prominent 
mail order sellers. As an experiment, 
we suggest you write to them for 
information or price lists. The pur- 
pose . .. to get on their list and 
see how they handle their mailings, 
follow-up, etc. 

Before we leave this group, it 
might be interesting to read how 
a few of them got started. It may 
not prove readership . . . but success 
was possible because there was 


enough readership. 


@M. P. Brown, 158 W. Magnolia, 
Fort Worth, Texas is one of the 
best-known order 
operators. His success did not come 
over night and it’s a_ peculiar 
case history. Brownie was originally 
in the lettershop and printing bus: 
ness. He got tired of the worry and 
confusion of handling many customers 
and their individual problems. He 
decided to become his own customer. 
So he started selling sets of cleverly 
written and colorful collection stickers 
by mail. To the sticker business he 
eventually added Christmas letterheads 
and letters. Today Brownie has around 
70,000 customers for collection stick 
ers and the Christmas good-will let 
ters. His customers are all business 
firms with good credit ratings. 
Last year he sold more than twenty 
million collection stickers. He won't 
tell anyone how many Christmas letter 
heads and letters he sells . . . but his 
stockroom looks like a government sur- 
plus warehouse. He sells every 
state ot the country. He writes about 
fifty different types of selling copy 
per year and mails his appeals to 
selected lists at the rate of from 
one and one-half to two million 
pieces annually. He will not reveal 
the percentage of response on the 
individual mailings. And who cares? 
The business has grown and grown 
over the years. 


successful mail 


@ Charles Fitzpatrick of Edinburg, 
Texas furnishes another unusual mail 
order case history. He sells cactus 
plants by mail. His story was printed 
in the December 1951 issue of The 
Reporter. Most of his inquiries come 
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from small space ads in popular mag- 
azines. But he makes trequent mail 
ings not only to his retail customers 
but to the department and 
wholesalers who handle his product 
in bulk. He has developed his own 
peculiar technique his 
operation running He 
knows how to convert inquiries trom 
space ads into sales by properly han 
dled tollow-up. He knows he is get 
ting readership . . . because his busi 
has grown. In one three-week 
period last year, he filled 30,000 in 
dividual orders trom one promotion 
alone. 


stores 


for keeping 
succ esstully. 


ness 


@ Whitt Schultz, president of North 
more’s, Highland Park, Ill. is one 
of the relative newcomers in the mail 
order field. After he got out of the 
Army he decided to sell things by 
mail. Within four years he has built 
a large annual volume from 
nearly 60,000 shop-by-mail customers 
who buy giftwares and other home 


A PARTIAL 


Artichokes 
California 
Watsonville, 


Kay-Fra_ of 
Box 283 
Tom Jones 
Box 356, 


Calif. 


Calif 
Candy 
Order Dept. 
Long Island City 1, 
Cheese 
Dairyland Products Co 
1019 Wiliamson St., 
The Harp & Kettle Cheesehouse 
310 East Broadway, Madison 5, Wis. 
Northland Cheese Co. 
Merrill, Wis. 
Swisconsin Chalet 
New Glarus, Wis 
The Swiss Colony 
Monroe, Wis 
Wisconsin Cheese 
Sturtevant, Wis 


Carmel, 


Barricini, Inc., Mail 
2219 Ave., 


Madison 3, Wis 


Box 


Fish 
Frank E. Davis Fish Co 
Gloucester, Mass 
Green Spring Co. Inc fresh trout 
Newville, Route 2, Cumberland Co., 
Food Delicacies 
The Epicures’ Club 
Elizabeth 4, N. J. 
Fruit 


The Fred Bells 
Indian River 
Blue Goose 
217 Fie St 
Cobbs Fruit 
Little River 
Day & Young 
Box 27, Santa Clara 
Estero River Groves 
Tamiami Trail, Estero, 
Floritex Groves, Inc 
Box 748, Fort Pierce, Fla 
Foster's Hesperian Orchards, Inc 
Wenatchee, Wash 
Friendship House 
Lincoln Road, Miami 
Indian River Groves 
1331, Vero Beach, Fla 
Harry & David at Bear Creek Orchards 
Medford, Oregon 
Lincoln Citrus Groves 
Box 1295, Clearwater, 
Perrin & Thompson Groves 
Winter Haven, Fla 
Guy €. Poteat’s Indian River Groves 
18th Ave., S., Nashville 12, 
Joe Sweeny’s Hobby Grove 
Lutz, Fla 
Zims of Florida 
Glenwood, Fla. 


City, Fla 


Groves 

Medford, Oregon 
& Preserving Co 
Miami), Fla 
Calif 


Fla 


Beach 


Fla 


Fla 


Tenn 


Pa. 


products. If you would like to know 
how he has done it and some of his 
theories about doing business — by 
mail, send him $1 for his very werth 
while booklet, “How You Can Make 
More Money By Mail.” 


@ John Blair, while a student at the 
University of Pennsylvania, sold rub 
ber goods during summer vacations. 
He accidentally found a market for 
black among undertakers 
and ministers. Started offering them 
by mail. The famous New Process 
Co. of Warren, Pa. grew on_ that 
foundation. 


raincoats 


@ Frank Davis, in Gloucester Mass., 


was actually a_ fisherman. Summer 
visitors bought and liked smoked 
fish he and his wife prepared. Wrote 
for more when they got back home. 
The business of filling and getting 
orders grew more important than 
fishing. That's what started the 


famous Frank E. Davis Fish Co. 


Fruit Delicacies 
Canoga Farm 
Encino, Calif. 


Sugar Products 
John Shelby 
Barre, Vermont 


ed Meats 
The Forst’s Catskill Mt. Smokehouse 

Kingston, N. Y 
Green Meadows Farm 

Box 515, South St., 
Hickory Valley Farm 


Little Kunkletown, 


Joseph, Mo 


Stroudsburg, Pa. 


N. E. 
The Vermont Country Store 
Weston, Vermont 
Popcorn 
Hazelwood Farm 
Romney, Indiana 
Seafood 
Saltwater Farm, inc. 
Damariscotta, Maine 
The Shelter Island Oyster Co. 
Greenport, L. N. Y. 
Sweet Potatoes 
Dezauche & Sons, Inc 
Opelousas, La. 


T 
Kien Chung Tea House 
Weston 93, Mass. 
Turkey Foods 
Folly Turkey Farm 
Trevor, Wis 
Cactus Plants 
Gardens 
Edinburg, Texas 
Christmas Cards 
Atlantic Advertising, inc. 
24 S. North Carolina Ave., 


The Cactus 
Route 3, 


Atlantic City, N. J 


Baby Chicks 
Berry, Poultryman, Quincy, Ill 
and hundreds of others) 


George 


Clothing & Luggage 
New Process Co. 


Warren, Pa 


Flower Arrangements 
Dorothy Biddle Service 
Pleasantville, N. Y 


Furniture 
Contemporary Classics, Inc 
74 Stage St., Stamford, Conn 
Design Exclusives 
Route No. 1, 


Sandy Hook, Conn 


Furn 


99-16 Metropolitan Ave 


Char 


Haddam 


Mrs 


Damar 
Elren 
156 W. Chicago Ave., 


Ham 


145 E 


Hors 


The 
w 


Lewis 


W 
Nort 
Hy 


iturecraft 
Box 
Hobi, 
52 Vanderbilt 


@ The late Miles Kimball was once 
upon a time in the lettershop business 
(like M. P. Brown of Forth Worth). 
Miles started offering and selling out- 
of-the-ordinary individualized Christ- 
mas Successtully. Then he 
added other Christmas items for his 
card The lettershop be 
came a production center for mass 
mailings and_ filling orders. Miles 
Kimball Co. of Oshkosh, Wis. carries 
on (after Miles’ death) as one of the 
most successful specialized mail order 
gift operations in the world. 


cards. 


customers. 


@ Many companies sell intangibles 
successtully by mail. That is, a service 
rather than a_ product. One of the 
most succesful is Standard & Poor's 
Corp., 345 Hudson St., New York 14, 

John T. McKenzie handles the di- 
rect. mail program to individual in- 
vestors and stock brokers. Approx 
imately 19 million promotional pieces 
are mailed annually to promote 21 dif 


LIST OF MAIL ORDER SELLERS 


647, 
House of 


Lafayette, Ind 

Beautiful Imports 

Ave., New York 17, N. Y 

Gifts & Household Articles 

Inc 

New York 
Inc 


19, N.Y 


Forest Hills, N. Y 
les W. Chase 

Neck, East 
Dorothy Damar 
Bidg., Treat Place, 


Hampton, Conn. 


Newark 2, N. J. 
Chicago 10, Ii! 
Schlemmer 
57 St.. New York 22, N. Y 
eshoe Forge 

St., Lexington 73, Mass 

Kimball Co 
Wis 


macher 


Krebs 

esterly, R. | 

& Conger 

54 Ave. of Americas 
hmore’s 

ghland Park, Ii! 


New York 19, N. Y 


Ward Phillips 


Dundee, 


The 


Box 


tit. 
Sharon Post Mart 
344, Sharon, Mass 


Gifts & Plants 


Breck’s of Boston 


Br 


Haband Company 
Paterson 4, WN 


eck Bidg., Boston 10, Mass 


Men's Neckties 


Men's Shirts 


Rupert Rhodes 
Chelmsford, Mass 


Flowers 
Box 


The 


The 


Mentor, 
Hundreds 


long 
amp 


M 


158 W. Magnolia, 


Orchids 

ltd 

Hawaii 

Seeds, Plants & Bulbs 

Importers 
East 


of Hawaii, 
1145, Hilo, 


Barnes 
Aurora, N. Y. 
Company 
New York 
Wayside Gardens 
Ohio 
of Nurseries 
print here 


Company 


List 
you 


by mail 
giving 


sell 
to Simply 


les) 
Collection Stickers & Christmas Letters 
P. Brown 

Fort 


Worth, Texas 
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ferent services. In selling a $65 a year 
service to indi 
viduals, John expects anywhere from 
‘ 

to 10%, 


trons 


investment advisory 
return on trial subscrip 
Occasionally he gets a flop of 
On the other hand, he 
had one mailing that pulled 46°; re 
turn in 1946, 45°% in 1947 and 42° 
in 1948. But such mailings are ex 
ceptional, Here's how John McKenzie 
“Once we begin 


less than 


teels about repetition 
mailing to an individual, we follow 
make a mailing 


every month to the prospects for our 


up consistently. We 


advisory services. Not just for a mail 
ing or two. but sexty! We have 
found that we can profitably mail 
to our own new prospect lists tor five 
years.” 

@ There are occasional, unexpected 
mail order successes. A representative 
of the Loyal Protective Lite Insurance 
Co., Boston 15, Mass. had an idea for 
selling a insurance to 
1.940 union members. There was no 


group 


common employer. It would be too 
costly to contact every union member 
personally. Technical aspects ot the 
plan made it necessary to sell at least 
30°, of the union members. The 
job was thrown in the lap of Wil 


liam Highfield, director of sales pro 


Year 
1951 Names 
1950 Nomes 
1949 Names 
1948 Names 
1947 Nomes 
1946 Nomes 


motion. He designed a series of six 
letters with informative inserts and 
testimonials. Betore the sixth and final 
letter had been put in the mail... 
1,050 signed applications had been re 
ceived (about 53°; of the list). Total 
cost of the five mailings was just un 
der $750, including postage. That 
was a case where direct mail did a 
mail order job which could not pos 
sibly be done with personal salesmen. 


@ Even long mail order letters get 
high readership if the letters are good. 
M. B. Ver Standig, 1917 Eye St, N. 
W., Washington 6, D. C.. won a 
DMAA award for a low-cost cam 
paign. A one-shot campaign at that. 
It was an eleven-page letter mailed to 
500 prospects in advertising and other 
business organizations offering a spe 
cial research service. The letter pulled 
161 replies in the first 45 days. That's 
32°, . But replies continued to trickle 
in at the rate of two or three a week. 
The letter mailing cost about $200 
but it brought in more than $9000 
n business immediately. 

That's enough of straight mail order 
readership case histories for this re 
There are many ramifications. 
Impossible to cover all of them. 


port. 


Charitable Organizations 

Charitable organizations (No. 4 
above) belong in this first functional 
grouping of direct mail users... be 
cause most of them use direct mail 
exclusively and solely to raise money. 
Here also... many in 
stances are “top secret”... but more 
figures are available. We'll give you 
a few. 


results in 


@ The National 
maintains most records of 
direct’ mail operations. This reporter 
has been privileged to examine those 
records. More than $21 million were 
raised by the National Tuberculosis 
Assn. in 1951. 94° of that income 
came from the direct mail campaign 
alone. The other 6% was raised by 
booth and school sales. 21,729,921 let 
ters were mailed in 1951 by 862 local 
Tuberculosis Associations. Each local 
group writes and prepares its own let 
ter appeals. Lists are maintained and 
classified by a nationally standard code. 
The overall readership or average na 
tional return in 1951 was 39°] with 
money trom the more than 21 mil 
hon letters mailed. Another 7] of 
the total list returned the Christmas 
seals without money or comment. A 
total readership of at least 4647. 


Tuberculosis Assn. 


accurate 


Alexander Hamilton Institute Adds 
New Names to List...Cuts Rental Fee 


The Institute’s INQUIRY LIST—an unusually 


$15 per M 
$15 per M 
$15 per M 
$10 per M 
$10 per M 
$10 per M 


responsive source of quality prospects—now exceeds 
200,000 names. And the rental fee has been reduced 
from $17 per MN to as low as $10 per M. 


The entire Alexander Hamilton list is made up of 
self-improvement minded men who have responded 
to the Institute’s low pressure circularizing and 
publication advertising—alert, ambitious men of 
good educations and incomes. 


The list is cleaned constantly ...on stencils. . . 
arranged geographically. 


For additional information about the Institute’s 


INQUIRY LIST, write or ‘phone Mr. Frank Walsh, 
Alexander Hamilton Institute, 46 W. 24th Street, 
New York 10, New York. (ORegon 5-4100) 


ALEXANDER HAMILTON INSTITUTE 


46 W. 24th Street, New York 10, N. Y. 


>. 
\ 
3 
T-CONS 
a 
Amount Rental Fee 
19,000 
37,000 
38,000 
37,000 
40,000 


It is interesting to analyze the re- "/ 
turns from various list classifications. our Letterhead 2 
The highest percentage of returns Is part of your 
came, naturally, trom consistent con 
tributors... and especially those who INDUSTRIAL DESIGN PROGRAM 
had contributed more the previous 
year than in the past. This list in 
1951 brought back 80° response. 
Other lists of former contributors ran IT IDENTIFIES YOUR TRADEMARK 
anywhere from 424; to 78‘. The If you make a trade- 
lowest returns came from new, cold marked product, the 
prospect lists. In 1951 the percentages trademark should ap- 
ranged trom a low Y to a high 17. pear on your letterhead 
Since this is one of the largest na as well as on your prod- 
tion-wide mailings, some of you might uct and packages. 
like to know the statistics on nixies. 


In 1951 the undeliverable | etters 


amounted to an average of 7‘ ot 
the entire mailing. The cleanest list IT EXPRESSES YOUR DESIGN STYLE 
was “past contributors,” running at 

2*{ mixies. The worst list again was An over-all design pro- 
composed of new names. Average nix gram includes the styl- 
ies 117. The national average money ing of the letterhead and 
return per letter sent was 70¢. The other business station- 
average return pe? contributor was 
$1.81. Some of you people in indus 
try would do a better job of analyzing 
your advertising programs it you kept 
records as accurately as the National IT TELLS THE STORY OF QUALITY 
Tuberculosis Assn. The purpose of your de- 


sign program is to make 


ery to create a coherent 
selling impression. 


Many of those engaged in raising 
money in the social service fie!d are, 
like their mail order brothers, reluctant 
to give figures on the exact percent 
age of return. In most cases it Is a 
closely guarded secret .. . although 
all of the legitimate charity organiza 
tions are perfectly willing to give 
yearly statements of income and ex 
penditures. sign is shown by their participation in the 

From our long association with peo Neenah Letterhead Test. Thousands of 
ple in this field, we know that direct 
mail returns form a fairly detinite pat 
tern. The best lists and the highest ogy of Business Impression, studied the Test 


the quality of your 
product visible to buy- 
ers. This is also the func- 
tion of your ietterhead. 


The nation-wide interest of business and 


professional men in good letterhead de- 


executives read the portfolio, The Psychol- 


returns come from former contributors. Kit of 24 basic letterhead designs, and 
‘ople who know about the work ot 

Peoy registered their preferences on opinion 

the organization. In some cases, re 

turns run as high as 90°,. We had 


one case reported to us where the : ; made, has thrown new light on letterhead 


cards. This test, the first of its kind ever 


return was actually 94% As in 4s design problems. To get a free copy of 
straight mail order work, the greatest 
difficulty is with new lists. Readership 
or returns from these cold-list’ mail sign your name, and attach to your 


this portfolio, check the coupon below, 


ings may vary trom near zero to lites tuted 
around 10°; ... with the charity ex 
pecung to recover some of its ac ee 


quisition cost’ with subsequent con [ The Psychology of Business Impression, Letterhead Test Kit, 


and Opinion Cards. 
[] Sample hit of Neenah Boxed Typewriter Paper, the quality paper for 
@ Margaret Fellows of The Children’s — office and personal use. 
Aid Society and Stella Koenig of the 
Henry Street Settlement in New York 
reporting at the New York Hundred 
Million Club quoted the following 
case: In a_ three-month period, 91 


tributions. 


lifferent appeals tor a certain organ 
Ph NEENAH 
ization were sent to 53 prospect lists. \ paper 


; » 250,000 “ce e age 

Some 250, pieces. Percentage of company 
Neenah, 

SEPTEMBER, 1952 59 Wisconsin 
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return on these lists ranged trom 1.3% 
to 8°7, with one small and exception 
ally select list reaching 19.247. The 
average was about 3°;. However, 
the percentage of return alone cannot 
be used as the sole guide in determin 
ing the value. Net return must also 
be considered. Some lists bringing as 
much as 4‘% return did not even “pay 
tor” themselves, while other lists could 
pay a “profit” with only 1.5°% return. 


® For this reason, some charitable or 
ganizations disregard the readership 
or the return percentage. They are 
“selling” an intangible product with 
an “unfixed” price. The recipient ot 
the direct mail appeal fixes his own 
price (or contribution). Therefore, 
the returns for each mailing are esti 
mated on the dollar revenue per thou 
sand mailed. In some organizations, 
such as The Children’s Aid Society, 
New York, sponsors have set up trust 
funds which cover the entire expenses 
ot mailing appeals for new tunds. 
100% of every new dollar 
goes directly to the operation tor 
which the charity was organized. 


receiy ed 


@ A few more reported case histories: 
The Evansville Assn. for the Blind, 
Evansville, Ind., mailed 11,968 letters 


and received total replies of 2,008 
(approximately 16° return). Total 
receipts $6,332.40. Total expenditures 
$1,333.64. Net receipts $4,998.76. 


@ Ralph Curtis of Tulsa, Okla., report 
ed at the Chicago DMAA Conven 
tion that the Old Town-Chicago Boys’ 
Club increased the average response 
from their direct mail appeals for 
funds from a normal 3% or 4% to 
a whopping 317 by changing the 
heading of their letter and using a 
plastic gadget. 


@ An appeal letter which “pulled al- 
most 100°)” was reported to us by 
Philip G. Geiger, director of the Boys’ 
Club, 53 East Ave., Pawtucket, R. I. 
Mr. Geiger was chairman of the Rhode 
Island Alumni Student Sponsorship 
Committee of Springfield College. He 
wrote a friendly, intimate letter to 
his fellow alumni which pulled the 
“almost 1007.” In other words, he 
heard from all but one or two on 
the list. They may have been away. 


@ Sometimes there can be unusual 
combinations of functional use. This 
case history could be classified under 
(1) list building, or (2) good will ef 


fort, or (3) money raising. Our neigh 
bor, Paul Townsend of Garden City, 
N. Y. handles public relations for the 
North Shore Hospital, 345 Lakeville 
Road, Great Neck, N. Y. The hospi 
tal had completed a big drive tor 
funds. The officers wanted to do three 
things: (1) Thank all contributors dur- 
ing drive; (2) collect’ on unpaid 
pledges; and (3) most important, set 
up a new permanent, indexed Address 
ograph system which could be used 
in future drives and tor accounting 
records. Five diflerent types of letters 
were sent to old and new contribu 
tors, to old and new unpaid pledges 
and to non-contributors. . . . obviously 
for list checking purposes and “thank 
you's.” Highest percentage return was 
24%; lowest, 547. Total from 24,200 
names ... 2,970 returns, or 12°). But, 
surprisingly, those who had already 
contributed sent in an additional $17, 
105. On unpaid pledges $70,003 was 
collected. The triple effort was decided 
ly werth-while. 

For the purposes of this report, the 
case histories given have simply prov 
ed that in Social Service work direct 
mail readership (or results) depend 
on reputation of organization, type ot 
appeal and nature of list. 


I; WILL BE A PLEASURE AGAIN TO MEET 


YOU AT MASA AND DMAA CONVENTIONS 


Eli Kogoe 


ig 
i Ba 
2 
; 
= 
2 
Ss INDUSTRIAL LIST BUREAU - 45 Astor Place, New York 3, N.Y. 
4 
4 


Commercial and Industrial 
Organizations 

This group (No. 5 above) is usually 
not considered in most discussions ot 
“mail order.” But more and more 
conventional business organizations 
are turning to mai! order techniques 

. sometimes with more success than 
the straight mail order operators (per- 
haps because the companies are better 
known in their own fields). 

In Section One (page 39) we told 
you about Paul Bringe of the Milwau 
kee Dustless Brush Co. We also in- 
cluded material about surveys being 
made in the retail field to determine 
the effect on customers who receive 
“mail order” offers. 

In this broad commercial and in 
dustrial field, we find more willing- 
ness to reveal facts and figures.. so 
we can give you case histories. 


® Robert Childers is president of 
Childers Mfg., Co., 625 Yale St., Hous- 
ton 7, Texas. The company sells cor- 
rugated metal roofing throughout the 
Southern States where from 65% to 
95% otf all farm buildings are roofed 
with such a product. Bob, after a 
number of years in a similar business, 
started his own company in 1947. He 
built a list of 15,000 lumber yards, 
building material dealers and hard- 
ware stores. He has mailed letters and 
circulars to these prospective dealers 
almost every month since he started 
in business. No salesmen are employ- 
ed. In a 41-month period, Bob made 
35 mailings to 15,000 prospective deal- 
ers. The 35 calls by mail were made 
at a cost of 7¢ per call, or $2.45 for 
the 35 calls to each dealer. That added 
up to 525,000 pieces of mail at a cost 
ot $36,750. These mailings, accord 
ing to Bob’s testimony, produced $4,- 
435,000 worth of roofing orders. Out 
of the original list of 15,000 dealers, 
the Childers Company now has 3500 
regular customers, He has not drop: ed 
the other 11,500 which have not yet 
bought... because he is adding ap 
proximately 250 new customers per 
year. Bob isn’t worried about the per 
centage of returns on any one mailing. 
He knows his readership is high. He 
knows that not everyone on the list, 
or not every customer is in the market 
for what he offers at exactly the time 
each mailing arrives. But the cumu 
lative effect has built a remarkable 
business by direct mail alone. 


@ The Burlington Basket Co., Bur- 
lington, Iowa furnishes another ex 
ample of a manufacturing firm doing 
business entirely by mail without the 
help of any personal salesmen. This 
company has been furnishing fine bask- 
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More and more advertisers find that Remington Rand Direct 
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printed piece...landing with strong impact on prospect after 
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outstanding results. After all, Plastiplates’ no-grain plastic surface 
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of a line image...all the dots in a halftone. 

Printers welcome Plastiplates, because they are simple to 
process, self-cleaning and easily filed for excellent re-runs! 
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For anv mailing list used 3 times or more 
MASTER ADDRESSER Mode! 40-H 


— 


NO STENCILS — NO PLATES 
NO RIBBONS — NO INK 
Master 
THIRD) tume you mail (as compared to 
envelopes) Simply type 


Addressor system saves money 


lst on paper Master Tape im your own 
ottwe Master Tape addresses envelopes, 
card tolders, up to 50 tomes over a 
three-vear pernal, Pa for matenals on 
ccond mailing—saves money time! 
Bae savengs um Master Addresser lists used 
only 6 of §& tmes—lpts on which vou 
can't attord to use other mechanical means 
Low-proed Medel 40-H is foot operated, 
produces 2000 addressed envelopes per 
hour. Write for literature and name of 


nearest’ dealer 


Master Addresser Co. 


6500-P W. Lake Street, Minneapolis 16, Minn 


PONTON'S 


@ 1,725,000 PROFESSIONAL PEOPLE 
@ 4,000,000 BUSINESS EXECUTIVES 
@ 15,000,000 HOME OWNERS 
@ 26,000,000 HOME MAKERS 
@ 10,000,000 CAREER WOMEN 


W. S. PONTON, Inc. 


50 East 42 New York 17,N.Y. MU 7-531! 
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NEW MAIL ORDER CUSTOMERS IN VOLUME 


ets to retail stores for more than 60 
years. Vice President L. T. Lauth 
makes two mailings per year to 50,000 
buyers in retail hardware, variety, in 
fants wear, juvenile furniture, depart 
ment store housewares, furniture stores 
and toy departments. These two mail 
ings per year, plus only displays at 
major trade shows, constitute the en- 
tire sales effort (aside from routine 
correspondence). Each of the finely 
writren, conversational letters is ac 
companied by the latest illustrated 
catalogue. Mr. Lauth is not partic 
ularly interested in readership esti 
mates or statistical percentages of re 
turn. The readership must be high ... 
because the orders roll in. Sales volume 
has grown. 


@ The Lignum-Vitae Products Corp., 
96 Boyd Ave., Jersey City, N. J. is 
another organization selling nearly en 
trely by direct mail. Its direct mail 
program is backed up by appropriate 
trade paper advertising. There is no 
sales force. Advertising Manager Sam 
Gold figures that 99°7 of the selling 
is done by direct mail. Sam and his 
company sell a long line of wood 
products in 650 ditferent fields or 
kinds of industry. He has a compli 
cated but workable system of list con 
trol, Letters and informative circulars 
go out on a week-by-week schedule at 
appropriate intervals for the product 
offered or the field solicited. Percent 
age of response on individual mail 
ings is not important. The overall pic 
ture is a record of contant growth. 


@ The Frank G. Hough Co. of Liber- 
tyville, actually sells tractors by 
mail. Last year it spent $20,000 on a 
direct mail campaign which resulted 
in more than $300,000 worth of sales. 
The product costs between $4000 and 
$11,500. The campaign was directed 
to the industrial and construction fields. 
It has been handled through a house 
organ, “Industrial Handling,” broad 
sides and novelty letters. The list se 
lected averaged around 15,000 names. 
One mailing brought 1,012 replies and 
sold 23 Payloaders totaling $140,000. 
The Hough Company certainly gets 
readership for its direct mail. 


® Sometimes direct mail people are 
taced with the difficult problem of 
showing novices in direct mail how 
to interpret their results. We recently 
saw a case which caused severe head- 
aches (cannot mention the names). 

A manufacturer of a_ nationally 
distributed household product decid 
ed to use direct mail (mail order) to 
sell in bulk to hotels and motels. A 


test mailing to 5000 prospects brought 
only 50 orders. The advertising de 
partment was horrified and concluded 
immediately that direct mail was a 
failure. Only 1‘¢ return; an “obvious” 
flop. What the advertising department 
didn’t realize was that the 1% re- 
turn on the first mailing more than 
paid its way and paved the way for 
a steady monthly business. The mail 
ing cost $300. The 50 orders brought 
in a total immediate business of about 
$2,600 — an acquisition cost for new 
customers of only 1147. The product 
was a standard item which, if once 
started, had to be purchased at month 
ly intervals. Even if the manufactur 
er lost 50% of the original custom 
ers, the revenue from a year’s period 
would amount to $6,275 at a sales cost 
of just $300. But the advertising de 
partment considered the etfort a com 
plete failure. 


® You have probably heard that it is 
difficult to get a direct mail (or mail 
order) reacuon from department stores 
and especially drug stores and beauty 
parlors. The Sofskin Hand Cream Co., 
Bloomfield, N.J., has used direct mail 
to these three classifications to get 
direct orders tor Sotskin Hand Cream. 
The Advertising Department is in 
terested in cumulative results rather 
than percentages from one mailing. 
A series of letters at three-week in 
tervals was sent to 30,000 beauty 
shops. The first mailing pulled what 
might be considered a low percent- 
age of orders, but at a very satisfac- 
tory acquisition cost. All2% return. 
The orders averaged $17 each. But 
here are the significant figures: The 
second mailing outpulled the first in 
number of reply orders by 26°. The 
third mailing outpulled No. 1 by 
41°C. The fourth mailing outpulled 
the first by a record 121%. The 
fifth outpulled No. 1 by 49°%. This 
indicates that the cumulative effect 
of a continuous series may be terrific. 

That should be enough facts and 
figures about the first big functional 
use of direct mail (to secure direct 
orders or money). Even though this 
group was innocently responsible for 
getting the “2 or 3% myth” start- 
ed, our figures have given you proof 
that readership and returns vary from 
zero plus to 100% minus. The other 
five functional uses are just as variable 
...and important. 


2. To Create More Effective 
Personal Sales Contacts 


In this second division of functional 
uses of direct mail . . . the sky is the 
limit on readership figures. The case 


THE REPORTER OF DIRECT MAIL ADVERTISING 


i 
= 
i 
; 
we'd 
| 
red 
\ 
52 M Current Mail Buyer> 
pavanced Medica! and 
surgic?! Books 
vuiet ynte dutterent br ynches 
Re en how yet 
62 


histories collected for this report tell 
their own stories. 


®@ Almost all insurance companies have 
used direct mail primarily to secure 
inquiries tor agents or to soften up 
prospects prior to the physical approach. 
There are plenty of statistics available. 
Most of the results, where practically 
the same technique was employed, 
run along the same general plane. 

The New England Mutual Life In 
surance Co., Boston, Mass. has a con 
unuing program of direct mail effort. 
First, there is a constant prodding of 
the underwriters in the field to sell 
them the idea of using the shortest 
distance between two strangers; that 
is, the mail. And second, the stream 
lined series of 27 letters which are 
at the salesmen’s disposal to help them 
sell more life insurance. Some of the 
preselling to the agents is handled in 
the house magazine, “Pilot's Log.” 
On the average, the individual agents 
turnish about 25 names a week, typed 
on cards. The letters are mailed trom 
the home ofhce. In one year, New 
England Mutual mailed 163,00) let 
ters tor their agents and received 
15,704 replies. The average percent 
age of return on the entire program 
was 9.27. One letter pulled as high 
as 19.7%. The lowest percentage on 
any one letter was 3.64;. But much 
more important than the percentage 
of response, are the figures on the 
effectiveness of the letters in terms 
ot business written. Every dollar put 
into direct mail by the company and 
or the agents returned $27 in com 
missions to the agents. The most sig 
nificant statistical figure is that the 
average size policy sold as the result 
of a direct mail lead amounted to 
$7,710 contrasted with the average for 
the company on all business amount 
ing to $5,716. That is, where the 
prospect was “softened” in advance 
by direct mail, the average sale was 
$2,000 higher than was the case where 
no direct mail was used. 


© Some types of direct mail must get 
100% readership. Jim Howard is sales 
promotion manager of Englishtown 
Cratts, Inc., 92 Cliff St. New York 
38, N. Y. Their stainless steel pro 
ducts for the home are available only 
through bonded dealers and represent 
atives. Jim’s direct mail consists en 
urely of low budget bulletins to ap 
proximately 600 dealers. The bulletins 
are filled with reports on sales pro 
grams. All the dealers are active and 
they participate in furnishing informa 
tion tor the bulletin. So Jim Howard 
thinks he is getting 100°7 readership 
and he probably is. 
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extra hands to 
your department ! 


New low-cost Thomas paper [ poor. machine puts an end 


to the monotony, fatigue, and confusion of collating papers 
by hand . . . eliminates the mad scramble of last minute dead- 
lines. Simple to operate . . . fast and accurate. Permits a 
constant check on the work . . . almost impossible for a blank 
or misprinted page to slip through. Occupies a minimum of 
space . . . only 15% inches square . . . is easily carried from 
place to place. Adjustable trays afford quick shifting from one 
paper size to another. Perfect for sales bulletins, price lists, 
etc Verified savings from 40% to 70%. 

Add these 8 extra hands to your department now! Mail coupon 
for free illustrated literature. 


Thewnne ol latovs 


Specialists in paper gathering ...83 sales 
and service offices from coast to coast. 


FREE Check coupon for free collating 
analysis sheet. Permits easy analysis of 
your paper gathering costs 
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@ The Industrial Bearing Co. of Bal- 
timore, Md. discovered that nearly 
all purchasing agents ordered from 
them by phone. So they changed their 
direct mail tactics and began a month 
ly mailing of jumbo cards. Copy em 
phasized the firm’s phone number. 
Cost was $267 per month. Sales di 
rectly traceable to the campaign dur 
ing one period amounted to $40,000 
and more new accounts appeared on 
the books in two months than the 
company usually obtained in six 
months. The cards must have obtain 
ed good readership. 


tistse 
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® Gordon Hili of Kelite Products, Inc., 
3401 W. Touhy Ave., Chicago 45, 
Ill. wanted to get more representa- 
tives to handle a line of automotive 
chemicals. He divided a list of 1,904 
manufacturers’ representatives into 
three groups. Group 1 received only 
a sample of the product with a pro 
cessed letter enclosed. Group 2 re 
ceived a processed teaser and then 
the sample with a processed letter 
enclosed. Group 3 received an auto 
matically typed letter, a return post 
card tor requesting sample (sample 
was sent with a processed letter after 


$1750 Per 
$17.50 Per 
$22.50 Per M 
$15.00 Per M 
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card was received). 304 answers were 
received. 16% of the list. 149 replies 
were in the negative, but 87 repres 
entatives were definitely interested. 
Group one pulled 51 replies; group 
two, 92 replies; and group three, 161. 
Which may prove that in a case like 
this it is better to use personally typed 
letters . . . since group 3 pulled slight- 
ly better than 25% 


@ J. B. Sebrell, 300 S. Los. Angeles St., 
Los Angeles 13, Calif. tells us about 
a client of his who manufactures a 
punch press. He mailed a form letter, 
a four-page folder and a price list to 
200 machinery dealers throughout the 
United States. He offered them a deal- 
ership in his particular type of equip 
ment. He received 80°% replies re 
questing further information. Twelve 
had been signed up as dealers within 
a 10-day period and the manufacturer 
expects to wind up with close to 75% 
of the respondents as dealers. Inci- 
dentally, Mr. Sebrell, in addition to 
being an advertising counselor, is a 
manufacturer on his own hook. He 
produces and sells equipment used by 
gardeners and tree surgeons. 
of his advertising budget goes into 
direct mail. He has no salesmen. He 
believes that if your direct mail is not 
read, it’s because it does not deserve 
to be read. Just as if a salesman does 
not get an interview, it ts because 
he does not deserve to get an inter- 
view. 


® Some advertising managers are not 
interested in a large percentage of re 
turn from any one mailing. They must 
do an educational job first and then 
must obtain high-class inquiries for 
their salesmen. T. A. Longmuir ot 
the Wassell Organization Inc., West 


port, Conn. follows that line of think 
ing. One of his form letters was mail 
ed to 87,000 people. It told about the 
advantages of the Wassell Organiza 
tion’s visual control systems for sched 
uling or keeping track of production. 
That individual mailing pulled 550 
inquiries within two weeks, with 
dribbles coming in at the rate of 10 
or 12 per day. In Mr. Longmuir’s 
estimation, this was “an exceptionally 
good return.” It furnished the well 
trained salesman with plenty of am 
munition. 
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@ Socony-Vacuum Oil Co., 26 Broad 
way, New York 4, N. Y., have deh 
nite proof of the high readership of 
direct mail for securing sales contacts. 
For a number of years this company 
has offered to its dealers a standard 
ized campaign of letters which have 
for their dual purpose (1) the renewal 
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of annual contracts for fuel oil for 
home heating and (2) obtaining new 
contracts. The dealers themselves are 
sold on this campaign by mail... 
with elaborate portfolios containing 
specimens of the railing pieces. More 
than 60°% of Mobilheat contractors 
participate in the yearly campaign. 
Results were reported as high as 90% 
on Mobilheat renewal contracts. That 
means at least 90% readership for the 
beautifully executed and dealer-im 
printed letters. On new business solici 
tation, one reseller reported 245 cards 
returned out of 350 pieces mailed. 
On the overall national average, re 


sponses were around 22.5%. 


@ Chicken feed can be promoted by 
mail. A case history developed in the 
Annual Direct Mail Leaders contest 
furnishes interesting readership statis 
tics. The Spartan Grain & Mill Co. is 


located in Spartanburg, S. C. Their 
winning campaign inexpensive. 
It cost only $2,284.37 The purpose 


was to interest the chicken feed deal 
er in doing a better selling job and 
to help him reach as many prospects 
as economically as possid'e. The pur 
pose of the campaign was to build up 
mailing lists of customers and_ pros 
pects in each dealer’s territory; to ac 
quaint new feeders and prospects with 
the advantages of Spartan products; 
and to make available valuable infor 
maticn on the care of baby chicks. 
One simple mimeographed letter was 
sent to 50 selected dealers and hatch 
eries... to get a mailing list of cus 
tomers and prospects. Of the 50 to 
whom it was sent, 27 responded, fur 
nishing lists totaling 4,645 names. At 
the same time another letter was sent 
to 700 other store owners who did 
not sell baby chicks. 64 
9%), supplying additional 


responded 
(abdout 
prospect lists totaling 4,428 names and 
addresses. This was simply a case of 
list building by the use of direct mail. 
Some other statistics resulted from the 
effort. A self-mailer with dealer im 
print was sent to the 9,073 names 
secured. It offered a free sample of 
Sparticles at the local store. Same self 
mailer was sent to 4,587 rural delivery 
box holders. Since the local dealers 
gave away the samples offered, no 
exact count could he secured. But 
5,650 bexes were distributed. The ad 
vertising manager made personal checks 
and determined that about 90% of 
the samples were given out in response 
to the direct mailing. That is a proved 
readership of better than 30°. 

On another mailing of 8600 pieces 
to rural delivery box holders, the recip 
ient was asked to send back a card 
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| Hammermill Paper Company, 1621 East Lake Road, Erie 6, Pennsylvania 
l Please send me—FREE - The Working Kit of Hammermill Bond. 


“Who said we'd 
never sell Jones?” 


“For years our other salesmen had cooled 
their heels outside his office. I tried a 
different approach. I had special sales 
letters typed on our letterhead, and sent 
him a new one each week. It took a 
while, but they broke the ice. Now, he’s 
a regular customer!” 


A convincing sales letter on a handsome 


letterhead arouses interest in your 
products or services, creates prestige and 
makes your selling job easier. 


IT PAYS TO DO BUSINESS 
ON 


HAMMERMILL PAPERS 


Your printer can help you design prestige- 
winning letterheads. If he suggests Hammermill 
Bond — as thousands of printers do— ycu may 
be sure it’s the right paper for you. To 
obtain business printing on Hammermill 
papers, look for the Guild sign on a printer’s 
window. Let it be your assurance of printing 
satisfaction. Send for the free Working 

Kit of Hammermill Bond 


BOND 


Position 


LOOK FOR THE WATERMARK 


(Please attach to, or write on, your business letterhead.) 


vis HAMMERMILL'S WORD OF HONOR TO THE PuBtiC 
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coupon to the manufacturer. The pur- 
pose here was to increase the dealer's 
mailing list. 763 returned the card... 
a 9% return, Other statistics: 9270 
double post cards offered a free book 
let about brooding care. Same pur 
pose ... to improve and increase deal 
ers’ lists. 613 replied, or a return of 
6.6%. A mailing to 241 vocational 
agricultural teachers consisted of a 
letter and the brooding program book- 
let. 20 replied (8.34% ) asking 
for 1,135 extra copies of the booklet 
for use in educational work. 

In the mailings quoted here, reader- 
ship can be proved in nearly every 
instance, but results in dollars and 
cents can only be determined by the 
annual dollar sales volume. In_ the 
case of Spartan, the readership tor di 
rect mail must reflect sales increases 
because 80° of their advertising bud 
get goes into direct mail. 


@ Orville Reed of Howell, Mich. (see 
page 27) reports on a letter mailed 
to 4000 chain stores. It opened up 450 
new accounts. Better than a 10°) read 
ership. 


@ Shakeproof, Inc., 2501 N. Keeler 
Ave., Chicago, Ill. is a subsidiary of Il- 


linois Tool Works. The company man- 
ufactures a lock washer designed to 
overcome loosening effects of vibra- 
tion. Their mailing list contains the 
names of all sorts of manutacturers 
from adding machines to zithers. As 
each new product has been added to 
the line over the years, direct mail 
has been used to support trade paper 
advertising and drive home the ad 
vantages of Shakeproof devices. Most 
of the direct mail has been designed 
to educate manufacturers; to obtain 
requests for booklets, samples; or to 
distribute samples. 

Advertising Manager Raymon Wall, 
when he won a DMAA award, was 
the authority for some interesting 
statistical figures. In one case of nine 
major mailings to selective groups of 
manutacturers where six of the mail 
ings were designed to pull inquiries, 
8.294 manufacturers responded. The 
lowest return from any one group 
was 7.3%. The highest group response 
was 33.37. Remember that here was 
a sertes of mailings . . . not just one 
shot. Readership was figured on the 
basis of the returns from all nine 
mailings. 

Another set of mailings to 12,000 
engineers, production and purchasing 
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As Your Mailing List Broker 
vere’s wHAT GEORGE R. BRYANT wit vo ror you 


Make custom consumer direct mail list selections for your offers 

Use mailer-owner direct mail and mail order experience for you 

Give practical understanding to your individual problems 

Speed service for you from New York, Chicago or Los Angeles offices 
Obtain revenue for you through careful rental of your lists 


you can reach us at GEORGE R. BRYANT COMPANY 


75 East Wacker Drive, Chicago | . 
595 Madison Avenue, New York 22 ¢ MUrray Hill 8-2652 
122 East 7 Street, Los Angeles 14 ¢ 
Member National Council of Mailing List Brokers 


STate 2-3686 


VAndyke 9868 


UP TO 50,000 IMPRESSIONS DAILY 
A Combination 3 in One 


ENVELOPE, SMALL JOB 
and IMPRINTING PRESS 


6500 per hour with quality and register. 

Flat bed and cylinder construction. Con 

tinuous feed and extension delivery. 

ENVELOPE PRINTING 
Coin, pay, drug, commercial, etc 

IMPRINTING 

Advertising literature, labels, catalogs, 
cartons, etc 
JOB PRINTING 

From No. 27 business card to letter. 
head size. 

Particulars sent on request 


B. VERNER & CO., INC. 


52 DUANE STREET - NEW YORK 7,N.Y 


men brought 839 inquiries, or 7.3% 
of the total. A mailing to manufactur- 
ers of radios, offering a kit of free 
samples, brought 918 requests, or 
7.6%. Another group of prospects de- 
veloped 3,459 requests for kits, a re- 
turn of 29°7. A questionnaire mailed 
to these 3,459 respondents resulted in 
686 returns completely filled out, or 
a percentage of 19.8. When Shake 
proot produced a new and costly cata 
log, 14,185 people were told by mail 
that they could have a copy by re 
questing it. 4,734 postal cards were 
returned... a proved readership of 


33%. 


® Howard Swink, agency man of 
Marion, Ohio tells us about a cam 
paign tor Towmotor Corp. of Cleve 
land, Ohio. Its readership can be ap 
praised in terms of dollar returns for 
each dollar invested. 50,000 prospects 
for industrial fork lift trucks (selling 
from $5000 up) received in an eight 
month period: (1) four issues of a 
quarterly external house magazine, 
“Handling Materials Illustrated”; and 
(2) four novelty type folders in three 
colors. Total inquiries were 2,863. All 
inquiries acknowledged by letter and 
literature within 24 hours and dupli 
cates sent to sales offices. Later, sales 
offices were followed up for a com- 
plete report on each inquiry. Based 
on these reports, Towmotor realized 
a return of $10.66 for each $1 in 
vested in direct mail. 


@ Some of the people who complain 
about the lack of readership tor direct 
mail... are the very people who abuse 
direct mail in the worst possible way. 
This criticism applies to large national 
advertisers and to their agencies. One 
of the most startling recent surveys 
was conducted for the Tension En 
velope Corp. of Kansas City by their 
advertising agency, R. J. Potts-Calk 
ins & Holden, Inc. The results were 
published in the Tension house mag 
azine, “Envelope Economies.” Should 
be read by every advertising agency 
and national advertiser. Letters or 
coupons were sent to 368 advertisers 
in “Better Homes & Gardens,” “Coun 
try Gentleman,” and “American Build 
er.” Only advertisements offering a 
booklet or more information were se 
lected for the survey. The 368 com 
panies had spent over one million 
dollars for the advertising appearing 
in just these three publications. It 
was estimated that they spent upward 
of two million dollars more for pre 
paring follow-up material. 

The survey proved that the mail 
inquiry is treated like an orphan by 
the majority of the firms. One firm 
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out of every 16 completely ignored the 
inquiry. Nearly a third held the in- 
quiry anywhere from two to ten 
weeks before answering. Almost half 
of the transmittal or accompanying 
letters were rated by a board of ex 
perts as “poor.” Approximately 40% 
of the non-mail-order type of adver- 
tiser did not tell the inquirer how 
or where to buy their product. Fewer 
than 20% of the dealers mentioned 
by the manufacturers in their answers 
ever followed up the lead. 

More than half of the mail order 
type firms answering the inquiry to 
their space advertising failed to en 
close both an order blank and a re 
turn envelope. Better than one-third 
of the firms replying had no letter 
enclosed with the printed material . . . 
although transmittal letters are con- 
sidered a must. Less than 2% of the 
transmittal letters were considered 
“excellent” by a board of experts and 
only about 15% were graded “good.” 
Only 16.80% of the non-mail-order 
firms followed up with a second mail 
ing. Only one in 40 followed up more 
than once. 

These statistics are alarming be- 
cause they prove that many large na- 
tional advertisers with hundreds of 
thousands or millions to spend ... do 
not appreciate the importance of di 
rect mail. This condition exists even 
in the mail-order-minded firms... 
for more than 50°7 of the advertisers 
in this classification dropped the pres 
pect after the initial mailing. What's 
the use of spending millions to obtain 
prospects, when the prospect is ig 
nored or badly treated when the in- 
quiry is obtained? 


@ We have a case history which proves 
the foolishness of this (above) type 
of thinking. Dean Burgess of The 
Knox Co., Fort Erie, Ontario, Canada 
reported a case which would seem 
to make the whole matter simple. (See 
Reporter, December 1950, page 16.) 
\ mail order concern, using space 
advertising to develop inquiries, need- 
ed a conversion of 20% to 25% of 
the inquiries into sales in order to 
make a profit. Their original answer- 
ing letter sold only 5°). rewritten 
letter, plus a new circular and a new 
order blank, sold only 4%. The whole 
effort looked like a flop. 

The same organization is now con 
verting more than 30°; of its inquir 
ies by a very simple program. Instead 
ot one answering letter, they now use 
the following schedule: first mailing, 
same day; second mailing 10 days; 
third mailing 3 weeks; fourth mail 
ing, 5 weeks; fifth mailing, 7 weeks; 
sixth mailing 3 months; seventh mail- 
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ing, 6 months; eighth mailing, 9 
months; ninth mailing, 1 year; tenth 
mailing 18 months; eleventh mailing, 
2 years. Their first letter sells only 
5%. The other letters in the series 
sell from 3% to 4%. Combined... 
this series of 11 mailings sells 33% % 
of the prospects who answer the space 
advertisement. 

That is why the opinions of Joe 
Gutheinz of Diebold, Inc. (see page 
32) are so pertinent. What we need 
in the marketing picture today is more 
sales promotion agencies rather than 
advertising agencies. 

For more on subject of securing 
sales contacts... see “opinions” in 
Section One. 


3. To Bring Persons 
to You 


Before reading the case histories in 
this third division... I suggest you 
re-read the Starch survey (page 40) 
on the reactions of department store 
customers to direct mail. 

This is an important function... 
and the readership possibilities are 
unlimited. There are case histories 
galore. Here are some from Reporter 
files. 


@ A New York store mailed 5000 
letters to inactive accounts. 275 
(5.05'%) reopened and produced $28,- 
097 in sales. 


@ An Inn at Asheville, N.C. mailed 
a clever two-piece individualized folder 
campaign to 11,352 former guests, to 
tell them about innovations and im- 
provements. 1,242 (10.8°) responded 
with requests for reservations, names 
of friends, personal greetings, com 
plimentary remarks, ete. 


@ A Baltimore department store sent 
5000 letters to inactive customers. 
1,070 (21.4%) resumed purchasing. 


@ A Los Angeles department store 
sent 3000 letters to inactive accounts. 
728 (24.2%) replied explaining why 
they hadn't used their accounts, and 
651 (20.7%) of the accounts became 
active. 


@ A Drug Store in Manitowoc, Wis. 
made a drive for new soda fountain 
business by mailing 2000 cards. Open 
ing day 600 (30%) customers came 
to the store as a result. No other ad 
vertising. 


@ A resort Lodge in Minnesota sent 
a series of sixteen postal cards, print- 
ed in one color on regular government 
cards, to 1200 old guests and selected 


names. Received 844 (70.3%) in- 
quiries directly traceable to the card 
series. 


@ The Broadway Hollywood, in Los 
Angeles, mailed letters to inactive ac 
counts. Brought 30% replies. 


@ The Sovereign Plan, Chicago, sells 
follow-up direct mail to car dealers 
to send out to customers. Those who 
subscribed found an increase of service 
volume from 25° to 40%. 


@ A Jackson Heights, N. Y. furni- 
ture store mailed invitations for a 
special customers’ night. It was esti 
mated by store officials that better than 
50% attended. 


Here are a few more complete case 
histories: 


@ Claude Grizzard of Grizzard Ad- 
vertising, 342 W. Peachtree St, N. 
W., Atlanta 3, Ga. knows how to 
prove the readership of direct mail. 
He has been running “treasure chest” 
promotions for the 45 Rhodes Fur 
miture Stores throughout the South. 
Under this plan, the customers and 
prospects in the store area are sent 
a letter enclosing a key. Recipients 
are invited to come to the store and 
try the key on the lock of a treasure 
chest. The lucky keys get a prize. 
This promotion has never pulled less 
than 25%. Some as high as 50%. 
The overall average has been around 
33-1 3%. In five cities, the police had 
to be called to keep order. In one 
city, the Rhodes store had 5000 visitors 
in one day. 


@ Another Grizzard readership case 
history: A Tennessee customer ques 
tioned whether the Grizzard company 
had mailed a folder advertising air 
conditioners to a list of doctors. Re 
turns on the folder (supplied by the 
manufacturer) had not been good. 
So Claude Grizzard mailed a form 
letter to the same list of doctors telling 
them there was some question about 
mail delivery and asked them to let 
him know whether they had received 
the tolder. There was a 30° response 
to that form letter. 95° of the doc 
tors who responded remembered get 
ting the folder. There should be no 
question about readership in that case. 


@ Willard Cole is president of Lyt 
ton’s... one of the old-time apparel 
stores on State Street in Chicago. Mr. 
Cole employed Trayton H. Davis, 
1039 N. Jackson St., Milwaukee 2, 
Wis. to study the lost customer prob- 
lem. Trayton Davis developed a se- 
ries of letters which went to approx- 
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imately 30,000 inactive charge ac- 
counts of the Lytton store. The first 
of these letters offered “a penny for 
your thoughts” and asked people why 
they were not buying. Responses to 
the tune of 9,579 came back as a result 
of the first letter. Of these, 4,142 re 
plied favorably; 3,539 replied without 
comment; 900 were address changes, 
deaths, etc. Every complaint was han- 
dled personally. After that first let 
ter, the campaign proceeded on a 
monthly mailing basis for 15 months. 
During this period 12,751 of these 
dormant accounts, where no purchase 
had been made in one to five years, 
were brought back into the fold. The 
total amount in sales attributable to 
this direct mail campaign was $441,808. 
Even your old customers, who have 
stopped doing business with you, will 
read your direct mail if you make 
it interesting and of some benefit to 
them. 


@ Pat Goheen, 20 Virginia Ave., In- 
dianapolis 4, Ind. reports on a case of 
an Indianapolis department store. The 
credit manager was induced to try 
an experiment with “dead” accounts. 
Automatically typed letters were sent 
to 985 former customers. Better than 
200 responded ... giving reasons why 
they had stopped purchasing. Within 
60 days those revived “dead” accounts 
had spent $16,700 with the store... 
at a sales cost of only eight tenths of 
one per cent. A second mailing was 
made to 3000 “dead” names. The per- 
centage revived bought $33,500 within 
a 60-day period. 


@ Eric Smith of Burroughs, Inc., 935 
South Valencia, Los Angeles 15, Cali 
fornia supplied us with an authentic 
history of a campaign to regain lost 
customers (actual name of men’s 
store withheld because figures could 
not be revealed if name was identi- 


fied). 


(a) Charge Accounts last active 
Spring 1951 

Promoted with 3-letter 

campaign 

Mailed No. 1- 

No. 2- 

No. 3 - 


7 


Accounts Re-opend 
From April 8 to April 25 
April 26 to May 25 
May 26 to June 25 
Total 800 
(15.3%) 


These Accounts purchased 

From April 8 to April 25 $ 6,735.00 
April 26 to May 25 8,911.00 
May 26 to June 25 8,932.00 
June 26 to July 25 12,305.00 


Total Sales $36,883.00 


PRIZE-WINNING 
LETTERHEADS 


WOODBURY 


A Woodbury-designed letterhead won the Cronite 
Cup awarded for the most excellent engraved 
letterhead of the year at the Engraved Stationery 
Manufacturers Association Annual Convention held 
at the Waldorf Astoria Hotel. Woodbury letter- 
heads also won first and second prize in the 
letterhead contest conducted separately by the 
Engraved Stationery Manufacturers Association. 
You too can obtain a “Prize” letterhead. Write 
us on your company letterhead. We will gladly 
send you a free sample kit of letterheads designed 
by Woodbury, including these prize winners. 
George D. Murray, General Sales Manager, 
Woodbury and Company, Incorporated, Chad- 
wick Square, Worcester 5, Massachusetts. 
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@ A. Sulka & Co., 661 Fifth Ave., 
New York 22, N. Y. are haberdashers. 
They sell highclass and high-priced 
products both nationally 
through their store and salesmen. Vice 
President W. A. Fitzgerald ran a test 
on tmactive accounts. Approximately 
4000 names were selected from persons 
who had formerly bought shirts on 
charge accounts but who had stopped 
purchasing. An automatically typed 
letter was sent by first class mail .. 
asking for reasons why purchases had 
stopped. 387 of those addressed re 
sponded. Less than 5° gave high 


locally and 


prices as their reason for not purchas 
ing. The actual gripes numbered less 
than 27. Each was investigated in 
person. Most of the customers had 
drifted away because of indifference. 
One of the answering “dead” accounts 
contacted by salesman purchased 
$1,027.58 worth of Sulka specialties. 
Another New York customer brought 
his letter into the store. Before he left 
he had bought $623 worth of haber 
dashery. One startling revelation from 
the experiment was that over 5% of 
the people on the mailing list were 
deceased. Even though the store had 
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been mailing catalogues and printed 
pieces several times a year, the rela- 
tives had not informed the company 
of the death. A good reason for using 
a check-up, first class letter once in a 
while. Another sizable percentage ot 
the list revealed that they had drop- 
ped their charge account and had been 
buying for cash. 


@ Ted Hart of Walla Walla, Wash. 
sent us a case history report which 
sounds unbelievable. But he swears that 
every word and figure are true. He 
designed a postal card for Duff's 
Dairy Store, which offered a special 
30% discount on an award-winning 
type of ice cream to anyone bringing 
card to the store. Owner lost count 
of the cards, but the bookkeeper fig- 
ured up the results of the simple 
promotion. Individual store sales in 
creased 821'¢; production costs de- 
creased 15‘¢ because of increased vol 
ume; gross sales increased 547% ; net 
profit on item alone increased 291%. 
In addition ... increased store traffic 
produced sales of other items not tab- 
ulated in checking results of postal 
cards. That is one for the books. 


@ Henry Morgan & Co. Ltd. (depart. 
ment store) Montreal 2, Quebec, Ca 
nada mailed a form letter to 40,229 
people announcing the opening of a 
branch Queen Mary Road. 
The form letter asked for advice on 
what departments were most preferred 
by neighborhood shoppers... and 
offered merchandise prizes for replies. 
18,620 persons responded before the 
closing date, but more than 2000 trick 
led in afterwards... making a better 
than 50° return. The reply was so 
overwhelming that the advertising de 
partment had to send additional fol 
low-up letters and run newspaper ad 
vertisements to advise people of the 
drawing date. 


store on 


®@ Sometimes readership of simple di- 
rect’ mail campaigns tor “bringing 
people to you” should be determined 
in terms of dollar volume of first’ or 
der, rather than percentage of response. 
A simple case was supplied to us 
by Dick Yohe of Quality Laundry & 
Cleaners, Salem, Ill. Mr. Yohe makes 
a practice of frequently mailing postal 
cards to families in his servicing area. 
On some of the cards he makes a 
“$1 free offer.” The cards must be 
given to driver or office with the first 
order. One such piece cost approximate 
ly $32 to produce. Actual traceable 
results in first orders within two 
weeks were $126... a return of about 
$4 for each $1 spent. Not a high 
price to pay for new customers, who 
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if properly serviced will probably re- 
peat week after week without further 
promotional cost. 


@ We have another case history in 
our files of Wasatch Cleaners, Dyers 
& Furriers, Salt Lake City, Utah whose 
statistical figures prove consistent read 
ership of continued direct mail effort. 
Since 1930, a small shop grew into a 
modern $100,000 installation through 
the exclusive use of direct mail. No 
other type of advertising was used. 
Letters and postal cards were mailed 
regularly with special slants for sea 
sonal appeals and constant efforts to 
keep customers sold. Readership in 
this case is not a matter of statistics 
on individual mailings. Constant stea- 
dy growth is the payoff. 


® No exact statistics on readership are 
possible in this case history... but 
the end results prove readership. The 
Hotel Pierre in New York had opened 
a new dining room which was not 
showing a profit even though the 
Hotel was tull for luncheon every 
day. The promotion manager discover 
ed that 82% of the patrons were 
women and only 18° were men. Here 
was a slow turnover because the 
women ate sparingly, drank little and 
lingered long. A mailing list was secur 
ed of 800 top executives in the neigh- 
borhood. Another secondary list was 
built... of executives within 
a tour-mile radius. It was arranged to 
reserve a number of tables for men 
in the predominantly female atmos 
phere. Automatically typed letters on 
engraved stationery, signed with pen 
and ink, were sent to the neighbor 
hood business executives, telling about 
the special tables for men. A second 
letter, offering Pierre’s facilities for 
special’ events, was sent to sales ex 
ecutives in the larger area. How did 
the plan work? In three months’ time 
the patronage in the Pierre Grill had 
changed from 82% women and 18% 
men to a surprising reversal of 55% 
men and 45% women. Two letters 
a year since the first experiment have 
maintained the same proportion. The 
profit/loss picture was changed also. 


sales 


@ Several years ago, The Goldenberg 
Co. of Washington, D. C. wanted to 
offer merchandise certificates to peo 
ple who bought for cash or had limit 
ed charge accounts. They had made 
merchandise certificates available for 
many years. Every department store 
in town had a similar offer. Ferd 
Nauheim, advertising counselor, Wood- 
ward Building, Washington 5, D. C. 
wrote a simple, friendly letter. It was 
multigraphed and sent to 5000 people. 
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It pulled 48%. The same letter went 
out the following year and again on 
the third year. The response never 
fell below 40%. 


@ The Ninth Federal Savings & Loan 
Assn., 1457 Broadway, New York 36, 
N. Y. is a consistent and enthusiastic 
user of direct mail (as are most ot 
the savings & loan associations through- 
out the country). Public Relations Di- 
rector Clarence L. Stilwill showed this 
reporter some of the statistical rec- 
ords which are maintained as a check 
on direct mail activities. They are 


even more complete than the records 
of the National Tuberculosis Assn. It 
is nearly impossible to track down 
the source of every new account, but 
Clarence Stilwill makes all sorts of 
efforts to find out the results of each 
direct mail promotion. 

For instance, an economical monthly 
blotter mailed or distributed to busi- 
ness executives in the trading area 
resulted in the opening of 501 new 
traceable accounts with initial deposits 
of $492,526. Mr. Stilwill’s statistics 
revealed that during a 4-year period 
promotion costs of obtaining new ac- 
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counts by this method were 56¢ per 
$100 deposited. 

When the Ninth Federal opened a 
special branch opposite the United Na 
tions... pratically all of the pro 
motion was concentrated in direct mail 
to business firms and individuals in 
the United Nations area. 1,483 ac 
counts were opened (directly tracea 
ble to direct mail) for initial deposits 
of $574,603. The cost of the entire 
promotion campaign was $9,238.46. 
Thus each dollar spent in promoting 
the new branch produced $62.19 in 
savings... an amount which will in 
crease as the accounts grow over the 
years. 

Mr. Stilwill has other proof of the 
readership of his direct mail. Savings 
accounts for corporations have been 
promoted through lett ers to 1,110 
Manhattan accountants. Three mail 
ings in 1949 to this list produced 82 
new accounts with initial balances of 
$301,830.32. The cost, including post 
age, was under $300. In 1950 four 
mailings produced 75 accounts with 
initial deposits of $235,346.65. In 1951 
three mailings brought 77 corpora 
tion accounts with $328,448.07 initial 
deposits, One letter in 1952 brought 
in 58 new accounts and $308,273.99 
initial deposits. The letters to ac 


countants did a tremendous job. The 
accountants knew where idle money 
was located. Statistically speaking, the 
1,110 list showed a 21% return. But, 
of course, that is not exactly accurate 
as some of the accountants may have 
been responsible for two or more ad 
ditional new accounts. At any rate, 
it is good readership... and good 
selling. 


@ The Syracuse Savings Bank of Syra 
cuse, N. Y. is conducting a continu 
ing direct mail promotion that is pull 
ing 20° returns. Immediately after 
a birth is reported in the Syracuse 
area, the bank mails to the new par 
ents a carton of 25 book matches. 
Each book is in the appropriate color 
(blue or pink) and the front cover 
is imprinted with the wording: “It’s 
a Boy!” or “It’s a Girl!” Inside the 
flap of the match book is a list of 
services and facilities offered by the 
bank. Accompanying the carton of 
matches is a certificate entitling the 
new arrival to a brand new savings 
account with $1 already credited. Over 
a period of 3% months, the bank 
mailed a total of 1,554 cartons which 
resulted in 308 new accounts with an 
average balance of $10.64 (which 
did not include the $1 certificate 
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credit). The bank also received the 
extra advertising circulation caused by 
the parents passing out the matches. 


®@ Consumer Finance Companies use 
a tremendous amount of direct mail. 
This reporter has talked at several of 
their conventions. During our talks 
with members we have tried to find 
out if there is any pattern of respon 
siveness to the direct mail used by 
loan companies. Definite percentages 
on any one particular mailing are 
difficult to obtain. All we can deter 
mine is that direct mail seems to be 
the best way to secure new ap 
plications for loans and to hold form 
er good-paying clients. When contact 
ing previous clients, result percent 
ages from each mailing are not im 
portant since money may not be need 
ed when the mailing piece is receiv 
ed. So most of these mailings are of 
the reminder type. Action may not be 
secured until months or even years 
after the mailing has been sent. On 
new lists of cold prospects there are 
two variables. The percentage of re 
sponse may be high, but the final re 
sults from any one mailing or a series 
of mailings is determined by the num 
ber of applications approved for loans 

.and the total amount of loans 
made as the result of the appeal. 

We know of one case where a 
national chain of loan companies open 
ed a new branch and mailed 15,000 
invitation circulars to residents of that 
community. Within a six-month period 
more than 400 applications had been 
received as a result of the letter... 
since the applicants were told to bring 
the letter with them. That showed an 
immediate readership of about 244% 
which is considered “very good” in 
the consumer finance field for new, 
cold lists. 

We understand that the National 
Consumer Finance Assn. is embark 
ing on a nation-wide survey to deter 
mine the readership and _resultfulness 
of al! advertising and selling efforts 
used by the members of the organ 
ization. 

The best conclusion to make at pre 
sent on the readership problem... 
is that the consumer finance organiza 
tions would not be using such large 
amounts of direct mail unless it had 
been found to be exceptionally effec 
tive. 


@ Peter Schaal is an advertising man 
ager with a peculiar problem. He has 
nothing to sell except boat rides. He 
handles the publicity for Silver Springs 
in Florida... a world-famous tourist 
attraction. No rooms, cabins, etc. Just 
rides in glass bottom boats on the 
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crystal clear river. He uses only two 
types of advertising... display and 
direct mail. Back in 1924, Silver 
Springs spent only $1200 for advertis 
ing. Today the budget is around $500,- 
000. Two out of every three dollars 
spent goes into outdoor displays or 
roadside posters. But every month 
approximately 25,000 pieces, such as 
booklets, road maps, postal cards, 
circulars and letters are mailed to 
special groups, such as conventioneers, 
newlyweds, etc. 

Peter Schaal cannot determine the 
exact readership of his direct mail. 
He gets no reservation cards. But the 
attraction has grown by leaps and 
bounds (with an ever-increasing num 
ber of paying visitors from the special 
groups addressed) until the annual 
revenue is well over the million dollar 
mark. Readership in this case is pure 
ly guesswork and is only confirmed 
by gross income and by the remarks 
made by people who say they have 
come to Silver Springs because of 
the material received. 

All of which goes to prove that 
properly planned direct mail will de 
finitely get read... and bring peo 
ple to you. 


4. To Influence 
Thinking of Groups 

In this fourth division, it is most 
difficult to get readership statistics. 
Here you find house magazines, an 
nual reports, product literature. All 
are aimed at “influencing thinking” 
.+. With results only appraisable over 
a long pull. 


@ ANNUAL REPORTS have become 
an important phase of corporate direct 
mail activities. Management realizes 
that properly prepared annual reports 
(backed up by house magazines and 
supplementary material to stockhold 
ers) can exert a strong influence in 
maintaining and building confidence; 
can convert stockholders into continu 
ing word-of-mouth advertisements for 
the products of the company. What 
about readership in this type of direct 
mail? Weston Smith, vice-president of 
Financial World, 86 Trinity Place, 
New York 6, N. Y. reports that a 
record number of 5000 annual reports 
were entered in the 1951 contest to 
select the best work in each industry. 

Largely as a result of the campaign 
ing of Financial World, the technique 
of handling annual reports has im 
proved. In 1940 less than 200 corporate 
annual reports were “modernized.” 
That is, something more than a drab 
array of profit and loss, asset and 
liability figures. By 1950 there were 
1,521 modernized reports... drama 
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tizing the company, its products, etc. 
A number of efforts have been made 
to study readership and _preterences. 
In one survey reported by Raymond 
Balasny of Herald Square Press... 
58% of respondents to a question 
naire said they saved their annual 
reports for future relerence. 

In another survey reported by Neil 
Thomas, president of Management 
Reports... 64° 
they read their company’s annual re 
port “carefully.” 71° of the stock 
holders said they were not “thorough 
ly familiar” with company background, 
and 91% commented that they would 
like to be so informed. So... with 
all the improvement of the past 20 
years, with all the surveying, it can 
be assumed that the modern annual 
report gets a wide and fairly thorough 
readership. In some of the outstand 
ing cases, such as the magnificent job 
of Eastman Kodak Company, the 
actual readership must be greater 
than 100% of distribution for the 
reports are passed along from one in 
terested person to another. Here's 
hoping that Financial World will keep 
on campaigning and surveying. 


of respondents said 


@® HOUSE MAGAZINES represent 
another big unit in the direct mail 
“influencing” picture. K. C. Pratt, 


Picture of 


4 


withan 


Pretty clever lad, 
that Jurgenson. (That's 
him on the southeast end 
of the see-saw). Leave it to 
him to come up with the exactly right 
ideo that can make a tough problem 


easy as fallin’ off a log... or balancing 


an elephant, as the case may be. 
Even at that, “Jurg” is no different 


than the rest of the gang at Garden 


City. They're all envelope experts! 


who edits “Stet,” the house magazine 
of The Champion Paper & Fibre Co., 
Hamilton, Ohio for house magazine 
editors, tells us that there are now ap 
proximately 6500 external and internal 
company-sponsored publications with 
a monthly circulation of at least 60, 
000,000. The internal publications are 
partly being sent to 
employees to bolster morale, increase 


direct mail... 
production or to increase confidence 
in products. The external publications 
are exclusively direct mail... design 
ed to inform, to remind, to build con 
fidence and in many 
What about readership? Publishable 
statistics are hard to get although 
many private surveys have been made. 
An intensive survey has been con 
cluded by the International Council! 
of Industrial Editors, under direction 
ot President Walter Beach of Humble 
Oil Co., Houston, Texas. 


cases to sell. 


A summary of survey results was 
published in August 22, 1952 issue 
of Printers’ Ink. 1495 firms answer 
ed questionnaire. 551 were external 
(customer or dealer publications). 
Readership statistics (for direct mail 
purposes) are not entirely conclusive 
since internals and externals were not 
separated. Editors responding claimed 
surveys had indicated readership per 


Got a tough problem? Need a new, different, 
off-the-beaten-path idea? Need terrific service, in a 
terrific hurry? Just call G. C. It's as easy as that! 


speciatists In ENVELOPES ano ourstanoine service 


CORRESPONDENCE & SOCIAL 
POSTAGE SAVER & WINDOW 
AIR MAIL & BUSINESS REPLY 


SPECIAL RETURNS 


REMITTANCE 

OPEN SIDE BOOKLET 
OPEN END CATALOG 
OFFICE USES & MAILING 


These are but a few of the many envelope and envelope products available te you. 


ARDEN City EnvetoPe COMPANY 
3001 ROCKWELL ST. CHICAGO 18, ILLINOIS - PHONE 7-3600 


qd 3 at 
e hed 
\ 
aye ag 
Gr) 
y) ri? 
| 
—— 
| 
Bias, 
‘ 
| 


copy as follows: 1 reader per copy 6%; 
2 readers per copy 20%; 3 readers 
per copy 34%; 4 readers per copy 
23%: 5 readers per copy 17%. One 
conclusion: The individual editor uses 
reader surveys, letters from readers, 
interviews and similar indications of 
reader interest and cooperation to prove 
to management the value of his pub 
lication. 


@ The “Phoenix Flame” is perhaps 
the best known and most publicized 
(by awards) house magazine in the 
world. The Phoenix Metal Cap Co., 
2444 West Sixteenth St., Chicago 8, 
Illinois started publishing it years ago 
as a mere direct mail folder in which 
was reprinted advertisements appear 
ing in trade papers. To make the 
folder “more interesting, more enter 
taining, more helpful and more ex 
citing,” advertising manager Harry 
Higdon gradually changed it to a 
house magazine... taking in the 
early days about 5% of annual ad 
vertising budget. Today the typo 
graphically perfect publication repres 
ents from 75% to 80% of Phoenix's 
annual budget. When asked for read 
statistics, Harry Higdon re 
plied: —Proof of readership ot Phoenix 
Flame rests upon, 1) the letters we 
receive each month; 2) the comments 


ership 


passed along to us by our salesmen; 
3) the reprints of material in general 
magazines and newspapers; and 4) 
that occasional order which reads, “I 
have long wanted to send you an order 
in appreciation for sending me the 
Flame.” 


@ The Nylon Division of Canadian 
Industries Ltd., Montreal obtain defi- 
nite readership statistics for their ex- 
ternal magazine “Nylon News.” In 
the past few years several cards have 
been enclosed to test readership. One 
list cleaner card produced 2,107 re- 
turns out of 9000. An offer of eight 
different merchandising or informa 
tional booklets on nylon produced 
385 requests from retailers and man- 
utacturers, resulting in a total dis- 
tribution, by request, of 34,000 book 
lets. Incidentally, C-I-L officials find 
that with each list cleaner, the num 
ber of deletions comes down and the 
number of requests to be added to 
the mailing list of “Nylon News” 
goes up. 


@ Hal Redwine, Vice President of 
Corley Manufacturing Company, Chat- 
tanooga, 1, Tenn. sends his house mag- 
azine to 40,000 small sawmill oper 
ators. He wanted to test its reader 
ship. This is how he describes the 


I’ll be seeing you at the DMAA and 
MASA Conventions in Washington, 
at the Shoreham, October 4-10 


A. MITCHELL 


Room 725, 111 W. Jackson Blvd., Chicago 4 


Letter Gadgets 


.. are those hard-hitting attention 
getters to put on letters and cir- 
culars to hold the attention and 
keep them out of the waste basket. 
These are a few of the 800 differ- 
ent gadgets I have @ Send $1.00 
for catalog and 50 different gadg 
ets @ Write for new supplement 
to catalog @ Sell your prospects 
on results and you get repeat or 


ders. 


test:—“Our monthly house organ, We 
Lumbermen, is well received, but we 
were of the opinion that many never 
got past the jokes on the back of our 
lithe four sheeter. A few years ago 
we pictured a forthcoming calendar 
on an inside page with a free offer 
and a coupon. We tried to make it 
as easy as possible by putting the 
coupon so that it was backed by the 
Speedaumat imprint. This made it 
unnecessary for the sender to sign 
unless a correction was needed. Still, 
the sender did have to clip out the 
coupon, address an envelope and affix 
a three cent stamp. You can know 
how surprised we were to have a re- 
turn of 34%. I think that this is pretty 
conclusive proof that direct mail— 
ours, at any rate—is not only read, 
but read well.” 


@ John E. Davis is editor of “Shell 
Progress,” the house magazine of the 
Shell Oil Co., 50 W. 50th St., New 
York 20, N.Y. “Shell Progress” is 
one of the truly great dealer publica- 
tions. We asked Jack for his opinion 
on the proof of readership. Back in 
1945 a Starch survey was made of 
703 Shell dealers; 87°%, said they read 
“Shell Progress” regularly. Of three 
issues surveyed, one had 63% read- 
ership, one 66%, and one 55%. A 
new survey is being considered... 
with a different approach. But in the 
meantime, here are some interesting 
quotations from Jack Davis’ letter to 
this reporter: 


know we're getting 
readership ... through reactions from 
the field. We know our salesmen are 
using “Shell Progress,” increasingly, 
as a tool in their work with dealers. 
We know that industrial customers 
written about have been very highly 
pleased. The stories have helped to 
solidify our relations, and many of 
the subject companies have ordered 
large quantities of reprints for circula- 
tion among their field people, custom- 
ers and prospects. 

Here’s an interesting case: Some 
months ago we ran a story about a 
Southern dealer who turned over his 
profits for one day to a local sorority 
of young businesswomen. The women 
appeared in shorts and worked at the 
station all day long. This week, in 
a marketing division publication from 
Los Angeles, we read about a Bur- 
bank dealer who did much the same 
thing. Got the idea from “Shell Pro- 
gress.” 

Not much for your purposes, prob- 
ably, but it’s typical of what our con- 
tinuing direct mail campaign — via 
marketing publication—can do, and 


74 THE REPORTER 


an 
2 
= 
== 
woe 
) 
sso 
re 


does, in its field. If it didn’t get read- 
ership, it wouldn’t make with the 


@ Dan Bayless, advertising manager 
for the S. & M. Lamp Co., 119 W. 
36th Place, Los Angeles 54, Calif. pro 
vides an interesting house magazine 
case history. A number of years ago, 
Dan started a dittoed house magazine, 
titted “Red Cap Hi-Lites,” for em- 
ployees only. It had a breezy, humor- 
ous editorial approach. Em ployees 
started showing their new paper to 
customers and to friends. It wasn’t 
very long before the publication had 
more names on the external list than 
on the internal. Company officials 
worried or wondered whether these 
outside customers, vendors and old 
friends of the company were interest- 
ed in the editorial content slanted en- 
tirely toward employees. They circular- 
ized the external list with post cards 
... asking the question. 90% were 
favorable to the house magazine as is. 
But changes will be made gradually 
to make the publication more inter- 
esting to the customers. 


@ Another case of a house magazine 
growing beyond its purpose was re- 
ported by D. R. McCleary of Genuine 
Parts Co., 475 W. Peachtree, Atlanta 
2, Ga. He started a house magazine 
called “Parts Pups”... an 8-page, 
814x111 affair to be sent to the ap- 
proximately 650 customers of the com 
pany... automotive parts wholesalers 
and dealers. The publication is frank 
ly “breezy.” People heard about it and 
wanted to be put on the list. Some 
of the wholesalers and dealers want 
ed extra quantities to be mailed to 
their customers. The list today stands 
at 63,000 names from an original run 
of 650. No new names are added except 
by request. The readership of this one 
publication is assured. It’s rumored 
throughout the Southland that the boss 
in each business organization can tell 
on what day “Parts Pups” arrives. When 
he sees a group of employees (clerks, 
stenographers, etc.) clustered around 
one desk... he knows that “Parts 
Pups” was in the morning mail, and 
that everyone is enjoying Mac’s spe 
cial style of humor. 


@ The Monsanto Chemical Co., Plas- 
tics Div., Springfield 2, Mass. is con 
centrating on getting the “feel” of a 
new house magazine. Here is an in- 
teresting report from F. W. Meuschke, 
assistant manager, Advertising & Sales 
Promotion. 


at Monsanto we 


are very much pleased with the re- 
sponse to one of our current direct 
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mail programs. It is a new house or- 
gan that has two chief objectives: (1) 
To broaden the use of plastics in in- 
dustries that are not now using plas 
tics. (2) To open up sales leads for 
our customers who make finished 
plastic products and components from 
Monsanto plastics. 

To do this we wanted to reach top 
management in a broad cross section 
of American industry —but only in 
those industries that might logically 
use plastics. Building the list was a 
painstaking, methodical, laborious bit 
of drudgery. In fact, it progressed so 
slowly the first issue went to only 
two-thirds of the ultimate total of 
names. 

That didn’t bother us too much as 
this is a “wear-out” mailing list pro- 
gram. The returns naturally are in 
a descending percentage order but, as 
you can see, in three mailings we 
have had a 25% response: First mail- 
ing 12% returns; second mailing 9% 
returns; third mailing 4% returns. 

In addition, many of our customers 
whose products are described in the 
Newsletter have been receiving in- 
quiries directed to them. To quote 
from a recent letter — 


“With further reference to your EXEC- 
UTIVE NEWSLETTER Volume No. 2 
which contained the article “New Packaging 


Method Protects Machinery in Shipment or 
Storage,” we are still receiving two to three 
requests daily for a copy of this NEWS- 
LETTER and our supply is just about ex- 
hausted.”” 


That's the stuff that warms any di- 
rect mail man’s heart—and provides 
an argument to refute those who say 
direct mail isn’t read... 


So much for house magazine read- 
ership... until more facts are avail- 


able. 


® One of the headaches faced by in- 
dustrial advertisers is the problem of 
supplying usable “influencing” litera- 
ture to dealers and sales agents. We 
hope the National Industrial Adver- 
users Assn., in their new research pro- 
ject, will do a lot of digging on the 
subject. How to control quantities, 
distribution and to determine reader- 
ship or effectiveness. 

Ruth Gardner is advertising man- 
ager of Harry P. Leu, Inc., 100 W. 
Livingston Ave., Orlando, Fla. (also 
president of local ad club). Ruth con- 
fesses she has problems on her hands 
in dealing with the 700 manufactur- 
ers of machinery and industrial sup- 
plies her firm represents throughout 
the South. Even though her depart- 
ment carries on a consistent year- 
round direct mail effort to selective 


lists (backing up salesmen), she has 


Agents Club Members 
Arplane Owners Clubs 
Alumna: College insiructors 


Commitreemen 


Appliance’ Deslers 


1500 Different Categories 
Local * National «+ International 


DUM 


Brokers 

Business Executives 
Business Women 
Buyers (Store) 
Canadian Executives 


Charge Account 
Customers 
Charity Contributors 
Church Socetes 
Civil Service Lats 
Clergymen 


Mayor Political Parnes 
Contributors, Jewisn 
Contributors to 

Political Caompargns 
Contractors 
Country Clubs 
Credit Buyers 
Dog Owners 
Defense Contractors 
Engineers 
Factory Workers 
Formers 
Fleet Owners 
Fraternines 
Gift Parcel Buyers 
Golfers 


Housewrves x. Stores 

Insteliment Buyers Religrous Groups 

Institunons Restaurants 

Letin America Trade Lets Rete! & Dept. Srores 

Mal Order Buyers 
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Management and Stockholders 
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Manviecturers by Colleges & HS. 
Industry Teachers 

Negroes Prominent Teen Agers 

Neghborhood Lists Television Owners 

New Busnesses Top Selesmen 

New Mothers Treasurers 

Nurses Vecatonets 

Office Machine Buyers Veverans 


Office Managers 
Office Workers 


Wealthy Men and 


Pilots Women 
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Professional People Feids 


Property Owners 
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Yacht Clubs end Members 
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Mailing List Catalogue Free on Request 


Ask our Research Department for Information on Special Lists for 
Fund Raising, Public Relations, Market Research and Special Projects. 
Our Representative will be on deck all during the Convention, for list Consultation. 
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trouble getting the manufacturers to 
supply her with enough printed wea 
pons. She has had cases when the 
was asked tor 4000 
copies... a wire would be received 
“Do you mean 400?" When she 
asks for 5000, she may get 1000. 
The question is. how can the 
industrial readership 
when there is reluctance to furnish 
wide-awake, direct-mail-conscious deal 


manutacturer 


advertiser get 


ers with ammunition? But a recent re 
port trom Ruth Gardner reveals that 
M ore 
“more liber 


the situation is Improving. 
manufacturers are being 


al.” That’s a good trend. 


This reporter received one unexpect 
ed shock during his latest survey into 
readership. We've talked or 
ponded with hundreds of individuals 


corres 


in nearly every classification of busi 
ness... trying to get facts and fig 
ures. In too many cases we've run 
into blank walls. Advertisers who use 
booklets, 


annual 


expensive brochures, house 


magazines, reports, product 
circulars, have made littl or no ef 
tort to 


firm which spends hundreds ot thou 


discover readership. One large 


sands of dollars a year on technical 
product literature has not made any 
sort of survey to discover the reader 
ship (actual or potential) of any parts 
printed in 
Perhaps ii we have the 


of its annual output of 
formation. 
strength to make another survey ten 
years from now, the picture will be 


different. 


5. To Carry on Research 
and Market Surveys 


Vhis fitth functional use of direci 


mail is gaining in importance, but is 


ly wellknown as the 


not as general 
more popular and talked-about pro 
motions, Questionnairing by mail has 
proved to be just as reliable as (in 
some cases more so than) personal in 
terviews. Questionnairing can be used 


foundation tor sales 


to form the 
plan. It can also be used in part to 
put across sales pomts at the same 
time imtormation is obtained. 

But the purpose ol this report is to 
study readership records... not sell 
the functional use. Do people read 
mail questionnaires? Reporter files are 
tull of concrete case histories ... such 


as 


@ othce 
questionnaire to 


machine manutacturer’s 


secure information 
trom business executives brought a re 


turn of 4,461 (17.2°7) replies 


An 
ing brought the 


\irlines survey mail 


tollowing 


Eastern 


response 


7% 


from three different groups (identical 
mailings used in each case): From 
top executives with income over $10, 
000 — 29% replies; from secondary 
executives with income trom $5,000 
to $10,000 — 25.8°7; trom average ex- 
ecutives with income from $2,500 to 
$5000 — 19.5 replies. (Returns usual 
ly vary in relation to intelligence and 
economic strata of those addressed.) 
®@ Davenport Hosiery Mills mailed a 
questionnaire type letter to 3,510 store 
accounts, asking for service improve 
ment suggestions. 1,153 (32.8%) re 
plied. 


@ Dickie Raymond mailed 63,258 sur- 
veys to businessmen in New York to 
obtain information tor an airline. 9,692 

) replies. Mailed 21,956 of 
same survey to businessmen in Chi- 
cago. 5,073 (25.8%) replies. 10,000 
similar surveys to businessmen in At 
lanta brought 3200 (32%) replies. 
(Note: It’s wise to remember that re- 
turns vary geographically.) 


@ An Air Express questionnaire (8 
pages) with a personalized sales letter 
742 executives in heavy industries 
brought 1,494 (40°¢) replies. 


to 3,/42 


@ Hygrade Sylvania Corp. sent a 
questionnaire mailing to electrical fix- 
ture manutacturers, to secure intor 
mation to be used in sales plans. Res 
ponse was more than 47%. 


Thumbnail statistics like these could 
be quoted indefinitely. Questionnairing 
can be simple... part of routine sales 
activity, such as in the following case. 


@ |.. T. (Duke) Alexander, manager 
of the Direct Mail Division of E. 1. 
du Pent de Nemours & Co., Wilming 
ton 98, Del. and former president of 
the Direct Mail Advertising Assn. 
has given us some opinions and fig 
ures on the importance of surveying. 


It is obvious that tun 
damentally du Pont believes in direct 
mail. If this were not so, we would 
not send out the millions of pieces 
we do each year. Like any advertising 
medium, direct mail is good, but will 
be successtul only if it’s properly pre 
pared and sent to the right individuals. 
One concrete example: 

We recently made a questionnaire 
mailing to selected purchasing agents... 
to find out readership of direct mail 
among this particular group. From 
inswers received, we learned that pur- 
chasing agents get a lot of mail which 
is not read by them. However, these 
particular purchasing agents did read 


and relied on direct mail of a semi- 
technical nature, especially when it 
described new uses for the particular 
product we were offering. The sur- 
vey cenfirmed the fact that the par- 
ticular semi-technical bulletins which 
we had been mailing to purchasing 
agents were read by them and passed 
on to their engineering people. 

As a sales aid, I think direct mail 
cannot be overlooked. For instance, we 
recently wanted to know what women 
thought of a slip made from a new 
kind of nylon yarn. Questionnaires 
were sent to 383 individuals who had 
purchased this particular slip. The 
names of the individuals were obtain 
ed from six leading department stores 
in cities spread across the United States. 
We received a return of 46.2%. The 
information was of considerable value 
to our Sales Department. 

Along the same lines, we used di- 
rect mail recently in trying to learn 
from purchasers of “Dacron” curtains 
what they thought of their new cur- 
tains. 787 persons who had actually 
purchased them were contacted by 
mail. Our mailing list was obtained 
from department stores in the same 
manner as shown above. We received 
a 41% return. The information was 
of great value to Sales Department. 

Magazine readership surveys are 
carried out by direct mail by us at 
frequent intervals. Our returns range 
all the way from 17% to 37%. Gath- 
ering information in this fashion helps 
us determine what magazines are read 
and thus helps materially in the selec 


tion of space advertising. zag 


®@ General Motors Co. is perhaps the 
largest user of direct mail, not only 
for pre-selling and keeping sold... 
but for gathering facts. The research 
work of General Motors is well-known. 
There is a special department of the 
company to handle it. General Motors 
surveys the car owners on what they 
like or dislike in present cars; or 
what they want in new cars; or how 
they teel about dealer service. When 
the company wants to sound out deal- 
ers on how they feel about business 
and credits and competition, they go 
to them by mail. Some of the ques- 
tionnaires go out under a research 
name, such as Statistical Analysts, but 
many are mailed under the signature 
of General Motors Research staff, or 
whichever car division wants the an- 
swers. Some of the questionnaires con- 
tain as many as 40 to 60 questions 
and obviously take a good deal of 
time to fill out. Some go to homes, 
many to busy executives. But they all 
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go by mail and answers come back at 
an annual average rate of between 40% 
and 50%. 

In this functional use of direct mail, 
the old “2% or 3% normal return” 
is certainly a myth. In many cases 
where the right “letter-form-stamped- 
return-envelope” technique is used, 
readership has probably been 100%. 
Those who actually respond vary trom 
10% to as high as 60%. 

It you are interested in getting high 
percentage of response. be sure 
to use right formats and copy tech- 
niques. They differ trom usual styles 
of direct mail. See our booklet, “How 
to Think About Direct Mail” (pages 
40 and 41) for recommended copy 
and mechanical formulas. 

People like to be asked tor advice. 
They will read and respond if you ap- 
proach them right. 


6. To Secure Action 
From the Prospects 


We saved this functional use until 
last. . . because it is perhaps the largest 
and most diverse. A recounting of 
case histories could run indefinitely. 

Leonard J. Raymond, president of 
Dickie-Raymond, 80 Broad St., Boston 
10, Mass. is authority for the following 
re2dership observations. . 


®@ For a company in the transporta- 
tion field, we developed a 12-month 
desk slide calendar with a reminder 
sales message and a self-adhesive back- 
ing for sticking to metal or wood. 
Offered to a list of 185,000 executives. 
Over 50,000 requests were received — 
a return of approximately 30% (not 
to mention those who read the mes- 
sage but didn’t act on it). 


@ For the U. S. Post Office Depart- 
ment the offer of a reference map 
showing all air mail routes brought 
a 35% response. 


@ And a client in the radio and elec- 
tronics field secured an 81% return 
on a catalog of parts which was of- 
fered. 

It’s easy to say that anyone can get 
a lot of requests for useful things like 
an adhesive desk slide calendar, an 
air mail map or a radio parts cata- 
log. BUT —and don’t overlook the 
basic significance of this point for a 
minute — none of these prospects knew 
that calendars, maps or catalogs 
were being offered UNTIL they had 
read the direct mail message. 


@ Turning to another field, a cordage 
manufacturer offered to an industrial 
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The success principle 


in direct mail advertising is... 


The success principle of “concentration” in direct mail isn’t new. Tests have proved, time 
and time again, that any campaign, to be successful, must have three basic features: 
first a@ good product, second a good copy appeal, third a good list. 
It is the good direct mail list that assures the advertisers of effective impact at less 
cost by reaching the specific individuals who constitute the market. This is “Concentration” 
the success principle. More and more, advertisers are turning to McGraw-Hill lists to 
avoid “scatteration,” the diluted results which come from inferior, unknown lists. “Scattera- 
tion” can make otherwise good campaigns fail. McGraw-Hill lists are built to guarantee 
market ‘‘concentration.” 
It will pay you to find out more 
on your next campaign 


MAIL ORDER ADVERTISERS BUSINESS & INDUSTRIAL ADVERTISERS 

Here are some typical “mail conscious” lists | McGraw-Hill business and industrial lists are 
selected from McGraw-Hill’s mail order list built on the experience of the world’s 
largest publishers of business and industrial 
magazines. To continue this leadership, Mc- 
Graw-Hill must maintain the finest lists in 
all fields served by McGraw-Hill publications. 
* 260,000 Executive Mail Buyers Because McGraw-Hill uses these lists regular- 
* 890,000 Highest Income Farms | ly, they are maintained on a daily basis. 
. | Success stories in our files by outstanding 
410,000 Book Buyers industrial companies testify to the effective 

* 150,000 Business men outside the U. S. | ness of these lists. 


FREE to Mail Order Advertisers | FREE to industrial Advertisers 

‘ F list Just off the press — a complete description 
OF 139 major McGraw-Hill lists. Ask for 
information. Ask for mail order booklet 19591953 edition of “McGraw-Hill Business 
No. 12. and Industrial Mailing Lists.” 


DIRECT MAIL SERVICE:— McGraw-Hill’s Direct Mail Division will do all this for you: 


to try McGraw-Hill “Concentrated” lists. Specify them 


catalog. You can use these lists for proven } 
mail order results: 


© Study your problem and render expert @ Handle complete mailing addressing, pro 
cessing, folding, enclosing, sorting, metering, 


advice. stamping and mailing 
@ Prove to you how your results from direct 


mail can be substantially increased by using 
McGraw-Hill lists 


@ Recommend test of selective lists 
@ Plan and direct your entire campaign 
for service 


For details, counts and prices for full information 


WRITE TO: 

McGRAW-HILL PUBLISHING COMPANY, Inc. 
DIRECT MAIL DIVISION 


330 WEST 42ND STREET 


| 
NEW YORK 36, N. Y. | 
J 
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AHREND 


254 WEST 54th STREET 


ASSOCIATES, INC. new yorx 19 + JUDSON 6-2547 


list helpful information on various 
types of ropes for industrial applica 
Response: over 50% on 
two successive mailings sent a month 


tions. just 
apart. 

But while high responses like these 
in the order of anywhere from we 
to 80°% impressively demonstrate di 
rect mail readership, let's point out 
further that far smaller percentages of 
possibly of 
be most highly 


response 
readership) can sull 
profitable. 


@ Teke the case of an office equip 
manufacturer. His response per 
centage runs between 4% and 5% 
from a 250,000 list, when informative 
these leads then 


ment 


booklets are ottered 
being followed up by salesmen. Initial 
sales from leads received from even 
a single approac h to this 250,000 pros 
pect list will run as high as $500,000 

at a cost of less than 5¢ per dollar 
with much addi 
accruing over 
individual sale 


of business sold 
repeat 


trom 


tional revenue 
the 


made. 


years every 


@ Even among groups which may be 
regarded as semi-literate and not high 
ly mail-responsive, mail can 
still be profitably employed. A case in 
point clients is a manu 
facturer of specialized paint products 
who offered to a national list of 70,000 
small testing sam 
ple of one ot paints. Response 
was 10.7%. And once again let's point 
out the moral that these painters did 
not know what the product was, what 
it would do for them, or that a tree 
sample was being offered, until they 


hid cud the malo... 


direct 


among our 


master painters a 


his 


@ Advertising Manager Douglas Ma- 
honey of Frank W. Horner Ltd. (phar- 
maceuticals), 5485 Ferrier St., Mon 
treal, Quebec, Canada took a lot of 
time and trouble to answer our re- 
quest for “readership proof” in his 
particular functional use of direct mail. 
We'll print his eight case histories 
even it they crowd out something 
else. There's a close relationship be 
tween the technique used by Doug 
Mahoney and the problems of the in 
dustrial advertising field... where in 
the majority of cases the purpose 1s 
to get a product specified. So these 
case histories should prove valuable to 
many people outside the medical field. 


W. Horner Ltd. 


conducts a year-round direct mail pro 
gram to the Canadian medical pro- 
fession. The object is to reinforce the 
efforts of a 50-man sales force in 
persuading the profession to prescribe 
Horner pharmaceuticals. 

Assessing readership is not an easy 
problem, because we are promoting 
goods for resale, and there is no di- 
rect tie-in between readership and an 
immediate However, there are 
several methods of determining the ex 
tent to which our offerings are pe 
rused. 

(a) Sample This com 
prises oltfering samples ot a specific 
product if the physician will return 
the business reply card or write. 

(b) Reports from the sales force ot the 
physicians’ awareness of new Horner 
products before the representative 
makes his personal presentation. 

(c) The merchandise 
from areas not serviced by a medical 
representative. 


sale. 


req uests. 


orders tor 


DEALER CAMPAIGNS * CATALOGS 
SALES TRAINING PROGRAMS 
MAIL ORDER COPY CONSULTANTS 


FOR RESULTS—CALL AHREND 
Us Show You 


Following are reports of several in 
stances where an attempt is made to 
assess readership: 


@ Case 1: A. A. T. (new preparation 
for control of alcoholism). Elements: 
One two-color letter; one-color medical 
abstract; a reply card which required 
doctor’s name and address, plus name 
of drugstore. Results: Mailing list — 
11,800. Over 2800 requests tor bottle 
of 25 tablets, or 23.8°%. It is impos- 
sible to determine the number of 
physicians who read the material but 
didn’t request any tablets. Previous ex- 
perience shows at least twice number 
of samples requested. 


@ Case 2: Persol (new drug for bron- 
chial asthma). Elements: Five-mailing 
campaign; one teaser post card; letter 
and circular; letter and broadside; an 
other letter and circular; further letter, 
blotter and stamped self-addressed _re- 
turn card. Results: Mailings sent 
weekly to list of 11,800. Sample re- 
quests from 4400 doctors, or 38.1%. 
Index of readership is a multiple of 
the sample request. Interesting note: 
An attempt was made to place stock 
of this product in drug stores by: 
(1) A full-page, one-color advertise- 
ment with tipped-on business reply 
order card in leading pharmaceutical 
journal, (2) Same tormat in another 
leading pharmaceutical journal. (3) 
A two-color direct mail letter and 
business reply card. Direct mail ap- 
proach was held until pharmaceutical 
journals The avenue pro 
duced over 500 orders —35 from one 
journal, 55 from another, and more 
than 400 from the direct mail letter. 


released. 


PHOTOENGRAVEMS SENCE 1872 


460 W. 34th ST.. N. Y. C. 


LOngacre 4-2640 


a 
a 


®@Case 3: New product for the relief 
of nausea of pregnancy and motion 
sickness. Elements: Two-color letter; 
carbon copy of previous letter with 
short memo attached; another two- 
color letter; letter and self-addressed 
reply card offering sample of ten 
tablets. Mailings went out weekly. 
Results: More than 3100 sample re- 
quests. Also a remarkably high num- 
ber of comments from representatives 
that the profession was aware of the 
product in advance of the personal 
call. 

Also of significance was the extreme 
ly low cost of the entire campaign. 
Ran about $1800 including the mail 
ing charges on the 3100 samples. 


®@ Case 4: Technical manual for physi- 
cians, internes, and medical students. 
A compendium of diagnostic aids giv- 
en with the compliments of the com 
pany. Elements: Only two-color self- 
mailer. Self mailer contained detach 
able self-addressed post card. Required 
signature only. Results: Mailed to list 
of 11,900. Pulled better than 9800 re- 
quests for complimentary manual, or 
82.307. We considered this response 
remarkable. In fact, it exceeded any- 
thing of a similar nature we have 
done before. Noteworthy also is the 
number of requests from French-speak 
ing physicians. Over 2000 requested 
the manual which was printed in En- 
glish only. 


® Case 5: Physicians’ Art Salon Calen- 
dar. Elements: This piece is a 15-page, 
desk-size, fold-over calendar in full 
color. The illustrations come from 
award-winning work in an annual 
art and photographic contest among 
Canadian physicians sponsored by our 
company. The first calendar was mail- 
ed to a list of 12,100 physicians. It 
is impossible to give an exact figure 
on the number of calendars in use. 
The sales force reports at least 70% 
of physicians’ offices visited had calen- 
dars on the desk. Others reported that 
physicians took the calendars home. 
Received hundreds of letters from med 
ical students, nurses, technicians and 
doctors missed in the mailing for co 
pies. Distributed additional 200 co 
pies through these requests. 


@ Case 6: Mailing on well-known 
Horner product—a dietary supplement 
for children. Elements: Mailing of 
letter, circular and blotter to a list of 
12,612. Buried offer for trade size 
package in body of letter. Results: 
Over 600, or 8.7% of the physicians 
wrote for a bottle using own station- 
ery, envelope and stamp. We consid 
ered this response good in that we 
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made it as difficult as possible for 
the physicians to obtain the product. 


®@ Case 7: Mailing on product to con 
trol appetite. Elements: Letter and cir- 
cular. Letter offered pad of 50 diet 
sheets if physician would write or 
return letter with his name and ad- 
dress. Results: 560 requests, or 4.2% 
for diet sheets. Mailing list 13,630. 


@ Case 8: Letter mailed on product 
for control of nausea and vomiting in 
pregnancy, motion sickness, vertigo, 
etc. Elements: Letter and blotter mail 
ed to a list of 13,675. Letter offered 
vial of 25 tablets. Offer appeared 
P. S. on letter. Results: 585 requests, 
or 4.3% return 


Do dentists read direct mail? Al 
though dentists and doctors are con 
stantly flooded with tree samples sent 
to them by pharmaceutical manufac 
turers... here is a surprising case 
history. 


®@ Pepsondent (a division of Lever 
Bros. Co.), 505 Park Ave., New York 
22, N. Y. mailed a Reply-O type letter 
to 80,000 dentists... offering free, 
six small-sized tubes of Pepsodent Tooth 
Paste. Two months prior to the mail 
ing, advertisements were run in two 
professional journals. Although this 
survey is not intended to compare 
the effectiveness of different media . . . 
here are the results: 

The total replies from the trade 
paper advertising amounted to about 
3500. The number of replies from the 
letter amounted to approximately 55, 
000 —a 68*% response. The direct 
mail appeal to dentists brought 1000 
more replies. Of course, this mailing 
offered something free... but it 
accomplished its purpose. The dentists 
read the message. responded. 


@ Chas. Pfizer & Co., Inc., Brooklyn 

N. Y. sent a letter to a large list of 
druggists offering tive sets of postal 
cards to be used by the druggists for 
direct mail campaigns to physicians. 
30°) responded, 


@ The Procter & Gamble Co., Cin- 
cinnati 1, Ohio sent a letter to physi- 
cians offering a free copy of “Medical 
Uses of Soap,” originally sold for $3 
a copy by a book publisher. The final 
figures reached close to 40%. So doc 
tors read direct mail, even though 
they receive possibly a greater volume 
ot mail than any other classification in 
business or profession. 


@ Speaking of doctors again, Joe 
Heillig otf Direct Advertising Co., 
1462 Bishop St. Montreal, Quebec, 
Canada tells us about a list-cleaning 
post card mailed to doctors which 
pulled a 55% return. 


@ James M. Stewart (formerly with 
The Reporter) stepped into a new job 
as advertising manager of J. T. Baker 
Chemical Co., Phillipsburg, N. J. Jim 
wanted to revise and rebuild an old 
mailing list. He sent a double postal 
card, titled “Have You Ever Seen A 
Name Walking?” to 8800 individuals 
at prospect and customer companies. 
He received 4,181 returns (47.4%). 
The second card was mailed to the 
attention of the chief chemist of com 
panies where no individual’s name 
was on the record. Of 1,468 sent out, 
he received 348 cards back. A return 
of 23.90%. The third card was mailed 
to 3,133 persons who were on the 
list at their home addresses. Jim want 
ed to get the company affiliations for 
mailing their technical house mag- 
azine. 2,253 cards were returned. A 
response of 71°/. Another mailing was 
made to 7400 miscellaneous persons 
on the old list. 4,506 replied, or a per 


And don't forget Horan's book, 
“eround the clock" 
service whether your 
problem is 
black and white, 
benday or color process. citv 
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| PHOTO-ENGRAVING COMPLETELY 
| EXPLAINED TO THE LAYMAN 
Now — ‘brush-up”™ 
illustrated guide to correct photoengraving methods. 
{ 24 HOUR SERVICE 
/ 108 pages—Lavishly illustrated in black and white, and color 


HORAN ENGRAVING COMPANY, 
44 WEST 28th STREET, NEW YOUK 1, 
Tei. * Branch 
Please send me (pref 


"The Art and que 


with this modern, complete and fully 
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Y. 
Office: MArket 


copies of your 108 page revised 
of Photo-Engraving. 
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~ 
{ 
: 
tig 
ok 
aid 
| 
= 
i 
k for $ per 
ee . eee STATE ‘ 
4 
79 
— 


Your mailings from SPAIN will 


® Save You Money 

® Be Unusual 

®@ Have More Appeal 

® Be Door Openers 
Ask for information 


COMPLETE DIRECT MAIL SERVICE 
For Advertising Agents And Advertisers 


PROMOTION -HORTALEZA 27-MADRID-SPAIN 


Felins New All-Purpose Mail Tyer 
Better 


Reduces 
labor 
Costs. 
Satisfy 
Help 
No Cut 
or 
Bruised 
Hands. 


Ties any size or shape package, heavy 
or light up to six inches in height 
Will use heavy or light 
let Felins solve your tying problem 
See us at Booth T DMA.A. Conven- 
tion, Washington D. C., October 8-10. 


FELINS tvinc macuine co. 
3351 North 35th St. © Milwaukee, Wis. 


twine 


when you 


need 


centage of 60%. The overall average 
per cent return on the list-cleaning job 
was 54°. Follow-up mailings to 
those who had not replied origin 
ally... brought percentages between 
40% and 50%. 


@ EF. J. MacKenzie, advertising man- 
ager ot Simplex Wire & Cable Co., 
79 Sidney St., Cambridge 39, Mass. 
gave us a few histories of read 
mail activities. 


case 


ership in his direct 


YOU NEED SALES ge 

Sample offer: I'll custom-write one 
Letters for YOU for only TEN sotuhns™” 
Send your data, remittance now letters 
used in Canada, US.A., Britain. You" like my 
copy. (Internationally used since 1930.) 

JAMES HENDERSON 
11626 Woodward Avenue Detroit 2, Mich. 


DIRECT MAIL COMBINE - VELOPES 
ORDER-VELOPES — COMBINE-FORMS 
WRITE FOR SAMPLES 


THE SAWDON COMPANY, INC 
484 Lexington New York 17 NY 


Remember 


WM. F. RUPERT 


Caring for babies is a personal matter. 
If you have a product or service that fits 


this picture, make your appeal personal 


RECENT 


. .. make it by mail. Lists from Rupert 
(compiler of national birth lists EXCLU- 


SIVELY for more than 55 years) can take 


BIRTH 
LISTS 


you to over 200,000 new baby homes 
per month. 
Call ORegon 5-3523 


90 Fifth Ave., New York 11,N.Y. 


FILING - INTERFILING 


CARDS—ADDRESSOGRAPH PLATES-—SPEEDAUMAT PLATES. 
Arranged in ALPHABETICAL, GEOGRAPHICAL, STATE and 
COUNTY, or NUMERICAL order 

Also Removal of DEADWOOD names. 


Work done Spe 


CALL: L. E. DEBOLD, semi 


Cardinal Service Corporation 


YOUR Premises 


wan OUR Plant 


DEPENDABILITY 
RESPONSIBILITY 


Executive Office: 2 Broadway, New York 4, N.Y. 


Plant: 515 Greenwich St., 
WHitehall 4-3722-3-4-5-6-7-8-9 


New York 13, N.Y 


Capital Paid in 
$100,000.00 


15,028 pieces of third class envelopes 
containing a reprint of an advertise 
ment with a letter processed on the 
other side pulled exactly 1000 replies, 
a 6.65% return (which Mr. Mac 
Kenzie believes is very good for an 
industrial mailing of this type). 

Another mailing was a_ two-page 
technical bulletin about aluminum 
wiring. No action from recipient was 
requested. But there was a surprising 
number otf requests for additional! 
copies... coming mostly from large 
industrial companies. They wanted 
anywhere from 6 to 50 extra copies 
to pass along to other members of 
the organization. Actual percentage 
of readership cannot be pinned down 
in cases like this, but when people 
show by response that they want more 
information... you know yeu are 
on the right track. 

The following quotation shows how 
Mr. Mackenzie about the direct 
mail work of Simplex Wire & Cable. 


compony firmly be 


lieves in direct mail. We have seen 
it pay off for us time and time again. 
Ot course, we can’t put our fingers 
exactly on a sale that was made as 
the result of direct mail, but we do 
know it helps. Some mailing pieces 
have brought us only a tew replies, 
while in the case of one that stands 
out vividly, we got more than 18% 
replies to an otter tor one of our 
pieces of printed literature. We always 
mail our material under third class 
indicia. We make no attempt at all at 
“dolling” up our letters, believing that 
the material we have to offer should 
sell itself. If it doesn't, then we had 
better start over again. It would seem 
apparent that the people whose names 
appear on our mailing list are of an 
inquiring nature, and that they are 
always on the lookout for new ideas 
and new products to help them in 
their industrial work. That is the 
reason we feel our direct mail does 
a good job for us. It has been proved 
over and over and over again by 
replics that will vary trom 44o‘% to 


y 


7% return. . 

@ Leon Bamberger of RKO Radio 
Pictures sent short letters with reply 
10,800 key people in in 
who received their 
promotion material. Purpose 
mailing was to find out how 
many of these people wanted their 
names retained on the list. 8000 (74° ) 
ot the back marked for 
continuance. The list was used solely 
tor influencing thinking and recom 
mending. 


feels 


cards to 
fluential 
picture 
of the 


groups 


cards came 
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@ Everson-Ross Co., Inc., 88 Cham 
bers St. New York 7, N. Y. are 
manufacturers of badges. Advertising 
Manager Donald W. Atcheson mail 
ed a form letter to 648 trade custom 
ers offering a special circular with 
space for dealer's imprint. Within 
two wecks after the mailing had been 
made, 405 replies had been received 
requesting varying amounts of the 
circular. The stragglers brought the 
total reply to slightly more than 70‘@. 
When you offer a real benefit... 
people will read your direct mail. 


@ When the OPS put through a reg 
ulation requiring retail stores to post 
ceiling price signs and fill out pricing 
chart forms, Bill Davies, sales man 
ager of Michigan Seating Co., 1318 
Wildwood Ave., Jackson, Mich. sent 
a letter to furniture retailers offering 
tree forms and signs. Results floored 
him. 17° of the turniture retailers 
requested the help offered. Required 
extra printing runs to fill the orders. 
Developed a tremendous amount ot 
dealer good will. Incidentally, Bill tells 
us that when he wrote to the names 
on his publicity or press release list 
and asked whether they would like 
to remain on the list, he received 
90% favorable replies. 


@ The Navy has used direct mail to 
secure applicants for pilot training. 
Reply-O Letters consistently brought in 
approximately 13° reply ... request 
ing a_ booklet. Recruiting officers, 
wherever possible, delivered the book 
let in person and heiped in complet 
ing the forms. 


@ Old-Fashioned Millers, Inc. of St. 
Paul, Minn. are extensive users of di 
rect’ mail. Vice-President Kathleen 
Enright, writing in Printers’ Ink, re 
ported one letter to inactive grocery 
store accounts revived 49°; ot the list. 
Another two-page letter brought re 
plies from three out of every five 
recipients. Several of her letters have 
reached 35°. Too bad that in her 
report she passed along the old bro 
mide that 4% or 35% is “considered by 
experts” to be a normal good response 
trom direct mail. 


®@ Do top executives read direct mail? 
The Harvard Business Review (Sol 
diers Field Station, Boston 63, Mass.) 
is read by top execiitives. The man 
agement wanted to classify all of its 
subscribers in accordance with estab 
lished Audit Bureau of Circulations 
practices. A letter was mailed to 7500 
subscribers. Within three weeks after 
this first mailing 4000 had responded. 
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You can now obtain for training purposes 
FOUR SIMPLE INEXPENSIVE booklets 
about direct mail techniques. 


HOW TO THINK ABOUT DIRECT MAIL 


A five section course outline giving copy and. 
mechanical formulas for all types of direct mail. 


HOW TO THINK ABOUT PRODUCTION 
AND MAILING 
A complete outline of eighteen trouble spots in 


production. How to solve them. Valuable for 
training production supervisors. 


HOW TO THINK ABOUT READERSHIP 
OF DIRECT MAIL 
Complete analysis of readership potentials and 


statistical results from all types of direct mail. A 
report to management. 


All three of the above written by Henry Hoke and 
reprinted in full from special feature series of 
The Reporter. Price of each $1.00 per copy. 


HOW TO THINK ABOUT LETTERS 


A reprint of thirteen important articles by Howard 
Dana Shaw. Valuable for training and “refresh- 
ing” copywriters. Price $1.00 per copy. 


(Suitable discount for bulk orders of any or all of above) 


“CORDIALLY YOURS" DOGS THAT CLIMB TREES 
by Jack Carr by Henry Hoke 


Reporter of Direct Mail Advertising 
Graphic Books Division 
te 53 Hilton Avenue 
Garden City, New York 


Bing 
Abour 
TiN, | 
Man 
| 
THINK 
Te wt 
How To 
cr May | 
ABOur 
HOw To 4 
NK | 
dinett 


better 
production 
brings 

better results 


There's a best way to produce 
direct mail. .. . 

MASA members study the best, 
most effective, ways of produc- 
tion; support research and fact 
finding; share knowledge of im- 
proved methods. Their object is 
better results for you. When you 
try to “save” money with 
“cheap” production you tamper 
with results. 

To check the effectiveness of 
your production source . . . 
Always say, “Are you MASA?” 
YOUR BEST SOURCE for: Creative direct 
ma'l campaigns, multigraphing, mimeo- 
graphing, offset and letterpress printing, 
bindery, mailing service, mailing lists, 
etc. Information about postal regulations 
and better direct mail results. 


For names of MASA 
members nearest you, write 


Mail Advertising 
Service Association 


18652 Fairfield Avenue 
Detroit 21, Michigan 
MASA 


Take another look at page 
81. Concerns something you 
should have at your desk 
when you need inspiration. 


A COMPLETE LINE OF 
BUSINESS EQUIPMENT 


FOR DIRECT MAIL USERS AND 
PRODUCERS - WE BUY AND SELL 
MACHINERY EQUIPMENT - SUP- 
PLIES INCLUDING STEEL SHELVING 
AND FILM EQUIPMENT. 


GENERAL BUSINESS 
EQUIPMENT COMPANY 


615 5. State Street Chicage 5, 


WHITT NORTHMORE SCHULTZ 
Mail Order Sales Consultant 
Highland Park 2, Illinois 


Inquiries Invited 


There will be follow-up mailings to 
the balance of the list. 


® Do investors read direct mail? Here 
are several interesting case histories: 
H. Hentz & Co., New York Cotton 
Exchange Bldg., New York 4, N. Y. 
mailed a letter to investors offering a 
free “review of holdings.” They re- 
ceived slightly better than 10% re- 
turn in spite of the fact that recipients 
were required to fill out a complete 
list of all securities held. 


®@ Smith, Barney & Co., 14 Wall St. 
New York 5, N. Y. mailed a letter 
offering a Research Department re- 


port on the Interstate Petroleum Co. 
This letter pulled a 10°% return from 
a list of stockholders. 


@ A letter from the First Investors Corp. 
120 Wall St. New York 5, N. Y. 
offered an informative booklet about 
mutual funds. The letter pulled only 
244'% when mailed to a list of stock- 
holders but, surprisingly, it pulled 
better than 8‘% when mailed to a 
specialized list of devotees of the 
theatre. In other words... you can 
secure action by mail from prospects. 
Ask... and you'll get readership and 
results. 


CONCLUSION 


You now have read the opinions 
of many experts in the advertising field. 
We have referred to, or given you 
the facts about one hundred and 
twenty eight individual case histories. 
That should be enough to prove the 
premise of this “brief.” If, in your 
particular business, you need more 
case histories... start a reference file. 
The monthly issues of The Reporter 
contain result stories. Other advertis- 
ing and trade publications carry re- 
ports of results and readership. Build 
up a file... for future reference. 

But here are a few definite con- 
clusions which can be put in the rec 
ord as a result of this study. 


1. There is no such thing as a 
“normal” result percentage from direct 
mail. 


2. Readership or percentage of re- 
sults from any one effort may depend 
on a lot of other factors, such as: age 
or reputation of company; publicity or 
informational background _ preceding 
request for action. In other words, 
the long pull. 


3. Percentage of results is not al 
ways an indication of readership. 
Those who do not respond may do 
so later. They are influenced but do 
not act. 


4. Percentage of response and read- 
ership varies with the functional pur 
pose. A “normal” percentage in part 
of Function One (to obtain actual 
money or orders) might be 2%... 


but in another part (fund raising) 
might be 80% or on renewals 
60% to 90%. Don't let anyone con- 
fuse you with the 2% myth. Returns 
depend on purpose and many other 
factors. Returns and readership can 
vary from zero to close to 100%. And 
even that is possible... such as in 
skillful handling of inquiries. I, my- 
self, once got a 100% response. But 
it was a very special appeal to a very 
special list... to help on the job I 
described in my book, “Black Mail.” 
And once upon a time, I heard from 
a young fellow who (for fun and 
various reasons) wanted to be able to 
say he had once written a 100° re- 
sponse letter. He racked his brain 
trying to figure what ideal setup 
would pull 100% answers. He finally 
wrote twelve personal letters... to 
twelve cemeteries. Very seriously he 
described his qualifications for a job 
as grave digger. He received six defi 
nite offers of a job. The other six 
wrote and said his application would 
be considered whenever an opening 
appeared. So 100% read that letter. 


I hope this report will prove help- 
ful to all who have budget battles... 
to all the newcomers who want to be 
able to think soberly and sanely about 
a subject which has been surrounded 
with too much ballyhoo and hokum. 

The best advice for those who worry 
about readership of direct mail is 
contained in an old quote: “It ain't 
so much the doing as the way the 
thing is did.” 
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CLASSIFIED ADVERTISING 


Rates: $1.00 per line—minimum space 3 lines. Help and Situation Wanted Ads—S0c per 
line—-minimum space 4 lines. Write The Reporter, 5342 Hilton Ave., Garden City, N.Y. 


ADDRESSING 
OUR LISTS ARE FREE 
Retailers - wholesalers - manufacturers 
Banks - churches - institutions 
We charge only for addressing 
SPEED - ADDRESS KRAUS CO. 
48-01 42nd Street 
Long Island City 4, N. Y. 


Envelopes, postals, addressed, type- 
writing, advertising stuffed, sealed, 
stamped and mailed, reasonable rates. 
Central Advertising Service, 1824 
Cambridge Ave., Sheboygan 3, Wis. 


ADDRESSING — TRADE 
M. Victor—Addressing for the Trade 
Rapid Service Unlimited Quantity 
Large Staff of Expert Typists 
130 Flatbush Ave. Brooklyn 17, N.Y. 
STerling 9-8003 


ADDRESSOGRAPH PLATES 


Speedaumat plates embossed, three- 
line, on genuine Addressograph Alloy. 
$30 per thousand complete. Write for 
quantity discount. 

706 Chestnut St. . Louis 1, Mo. 


ADVERTISING AGENCIES 


Produce sales with advertising prepared 
by our fully qualified staff. Roughs, 
copy, finished art. Reasonable rates. 
Fast service. Cactus Agency, 1018 W. 
Bewick, Fort Worth 10, Texas. 


SELL ELL YOUR PRODUCT WITH { pulling 
mail order, agent a 
We show you how. 
Martin Advertising Care 
15P East 40th Street, N.Y. a, 


DO YOU MAIL TO SHORT LISTS? 
You can afford better styling, better 
copy even on small-scale direct mail 
efforts when you get big-league help 
from Ad Scribe, North Canton, Ohio. 
Write for work-by-mail Folio 79. 


ARTIST 
DMAA ART AWARD winner will de- 
sign your mailing pieces, artwork at 
low cost, fast service. Free layout 


service. Write Box 53, The Reporter, 
Garden City, N 


FOR SALE 


Two mobile Tabracks No. 302; capa- 
city, 81,900 tab cards. One mobile 
Tabrack No. 304; capacity 163,800 
tab cards. One stationary Tabrack 
No. 203; capacity, 122,850 tab cards. 
All in gray, like new. Located in 
Eastern Wisconsin. Bargain prices. 
Photo sent upon request. Box 51, 


The Reporter, Garden City, 
“Model 479 Multigraph double width 


drum, printing ink attachment, suction 
feed. Rough complete. Bargain price 
$550.00. Mailers, 40 W. 15th St. New 
York 11, N. Y.” 


FOR SALE: Complete Letter Shop and 
Direct Mail Advertising organization. 
An Excellent opportunity for aggres- 
sive, sales-minded purchaser. Owner 
moving. For deta‘ls write Orlando Let- 


ter Shop, 24 W. Pine St., Orlando, Fla. 


FARM MAILING LIST FOR SALE 


400,000 new, accurate, active, electri- 
fied farms in eight Central States. 
This list was acquired for an operation 
of our own which has been discon- 
tinued. 
General Housewares Company 
22 West Monroe Street 
_Chicago 3, Ilinois 


HELP WANTED 


TO A COPYWRITER WHO 
WANTS TO COME 
TO BOSTON 

Somewhere there’s an experienced 
copywriter who can find a good spot 
in the Boston office of this nationally 
known advertising firm. To fill an 
opening created by increased busi- 
ness, we need an addition to our pre 
sent staff of sixteen talented creative 
people. This means a writer — not 
just an idea-man. A man who has 
what it takes to turn out copy for 
some of the biggest names in American 
business. 

The person we have in mind probably 
is working now for a small or medium- 
sized agency. Or maybe for a manu- 
facturer. Perhaps he's a native New 
Englander who'd had enough of New 
York, Chicago or wherever, and now 
wants to “come back home.” 

He won't be expected to double in 
brass as an artist, but if he’s creative 
visually as well as verbally, that will 
count in his favor. And to balance 
against the older members of our staff, 
a man between 25-35 would be ideal. 
Please don't apply unless you can 
move to Boston (or live here now). 
And don't send samples. Just write in 
detail about your background, ex- 
perience, and salary requirements. But 
don't put it off — because if you're 
the man we've been looking for, we'd 
like to pass the papers soon. Box 58, 


The Reporter, Garden City, | New York. 


w ented: Direct Mail Advertising 
Specialist — Man or Woman — to 
handle complete direct mail program. 
Must be experienced in all phases 
creative writing, testing, layout, etc. 
Permanent executive position in Los 
Angeles home office. Reply, giving 
complete details to: Box Number 52, 
The Reporter, Garden City, N. Y 


DIRECT MAIL SPECIALIST 
Nationally known company with more 
than a million and one-half active list 
desires experienced direct mail special- 
ist with vision and foresight to join 
fast growing company. All facilities 
for building the largest direct mail 
operation in the country. We base our 
business successes on our ability to 
select and compensate our executives 
according to their abilities. We will 
welcome a man who has promotional, 
advertising and selling talents, and offer 
him unlimited opportunities. Relocate 
in Baltimore. Please send complete re- 
sume and photograph. All replies ac- 
knowledged. Box 54, The Reporter, 
Garden City, New York. 


MAILING LISTS 
On speedaumat $12.00 M, Lists 


screened every 30 days, Funeral Homes 
21,194; Realtors 20,033; Attys. 1 1,298; 
Architects 6281; Doctors 3179; Banks 
14,938; Contractors 4244; Many others 
primarily So. states — So. Paper Co., 
807 So. 20th St. B'ham, Ala. - 


MAILING MACHINES 


Hand and Electric Addressographs. 
Graphotype Models 6340 and 6280. 
BARGAINS ON ADDRESSOGRAPH 
TRAYS. Elliott addressing machines, 
Models 800-1500 & 3000. 27-53 
drawer cabinets. SAVER & WALL- 
INGFORD, 147 West Broadway, New 
York 13, New York, WOrth 4-0520. 


OFFSET CUTOUTS 


Promotional headings, _ illustrations, 
cartoons, symbols, borders, panels, 
holiday art, type fonts, decoration, 
for offset reproduction. Most complete 
service in U. S. Free descriptive book- 
let. A. A. ARCHBOLD, Publisher, 
— S. Lake St., Los Angeles 6, 
valif. 


PRINTING 


“Believe me, Son,” said Dad, “you 
ought to attend the Convention. | want 
to see you make a success of The 
House of Dyal, . . . but, kiddo, it is 
a big name. . .you're a lot bigger, but 
people don’t know it. And, that slogan 
of yours:—(It isn’t the House but the 
people in it who could be worth 
knowing )—is all the more reason why 
you should get acquainted with more 
people. Someday, somebody is going 
to take a liking to you . . . and when 
they discover that your advertising 
and sales promotion printing can help 
them create sales for their products 
and services, the increased business 
will expand your House like an ac- 
cordion. In the meantime, Son, keep 
telling people to Dial Dyal for PRINT- 
ING—ORchard 4-0623 .. . and don't 
be afraid to blow your own horn so 
that prospects will automatically 
recognize Paul Dyal as the big brain 
behind the promotions of The House 
of e at 30 Irving Place, New York 


SITUATIONS WANTED 


DIRECT MAIL 
PROMOTION MANAGER 
Successful record in magazine, news- 
paper, book and product promotion. 
Ten years experience in all phases of 
direct mail, including complete charge 
of circulation promotion for major 
magazine. Can assume responsibility 
for entire direct mail and mail order 
program. Age 33. Prefer location in 
New York Area. Box 57, The Reporter, 

Garden City, N. Y. 


DYNAMIC “COST-CUTTER” brings 
you increased returns DBM or MO. 9 
years’ know-how from start to finish, 
particularly in copy that’s irresistible. 
Write Box 55, The Reporter, Garden 
City, N. Y. 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 


ADORESSING 
Archer Business Services 5054% Archer Ave., Chicago 32, Il. 
Clear Cut Duplicating Co 120 Greenwich St.. New York 6 N.Y 
Creative Mailing Service 460 No. Main St., Freeport, N.Y 
Fair Mail Service 417 Cleveland Ave., Plainfield, NJ 
Star Typing Service 45-21—162nd St., Flushing N.Y. 
ADDRESSING MACHINES 
147 West Broadway, New York 13, N.Y. 
ADDRESSING — TRADE 
Shapins Typing Service 68-11 Roosevelt Ave., Woodside, N.Y 
M. Victor “x Flatbush Ave Brooklyn 17, N.Y. 
ADVERTISING AGENCIES 
Artwil Co 22 West 48th St.. New York 19, N_Y 
James Henderson 11626 Woodward Avenue, Detroit 2, Michigan 
Institute of Sales Promotion 131 Lafayette Street, New York 13, N.Y 
Martin Advertising Agency 15PA East 40th St. New York 16, N.Y 
Harry Volk, Jr Central Building, Atlantic City NJ 
ADVERTISING AGENCY PERSONNEL DIRECTORY 
McGraw-Hill Pub. Co., Inc.—Seles Service..330 W. 42nd St. N.Y. 36, N.Y. 
ADVERTISING ART 
1345 Green Court, NW., Washington 5, D.C 
116 West Clinton Ave., Tenafly, NJ 
349 Tenth St.. Moline, Iilinois 
AUTOMATIC TYPEWRITERS 
Amer. Automatic Typewriter Co 610 N. Carpenter St., Chicago 22, 1! 
Robotyper Corp 125 Allen St Hendersonville, No. Car 
AUTOMATIC TYPEWRITING 
Ambassador Letter Service Co.... 11 Stone St.. New York 4, N.Y 
Arrow Letters Corp 307 West 38th St.. New York 18, N.Y 
M. E. Gitsham 140 East 45th St.. New York 17, N.Y 
BOOKS 
The Art & Technique of Photo Engraving, Horan Engraving Co., N.Y. 1, N.Y 
Art for Reproduction Repro Art Press, 80 Sth Ave.. New York 11, N.Y 
Sales Promotion Handbook The Dartne!! Corporation, 
Ravenswood and Leland Aves. Chicago 40, Illinois 
BUSINESS CARD SERVICE 
223 Irving Avenue, Brooklyn 37, N. Y 
270 R Lafayette Street, New York 12, N.Y 
CATALOG PLANNING 
58 Park Avenue, New York 16, N. Y 
COLLATING 
Thomas Mechanical Collators 30 Church St.. New York 7, N. Y 
COPYWRITERS (Free Lance) 
leo P. Bort, Jr 64 E. Jackson Blivd., Chicago, 4, III. 
James Henderson 2051 West Grand Bivd. Detroit 8, Michigan 
Orville E. Reed First National Bank Bidg., Howell, Michigan 
John Yeargain 442 East 20th St.. New York 9, N.Y. 
DIRECT MAIL AGENCIES 
Ahrend Associates, Inc 254 West S4th Street, New York 19, NLY 
Homer J. Buckley 57 East Jackson Bivd., Chicago 4, Il. 
Dickie- Raymond, inc 80 Broad Boston 10, Massachusetts 
The Reuben H. Donnelley Corp 350 East 22 St. Chicago 16, II! 
Duffy & Associates, inc 918 North 4th Street, Milwaukee 2, Wisconsin 
Frederick E. Gymer 2123 East 9th St., Cleveland 15, Ohio 
Institute of Seles Promotion 131 Lafayette Street, New York 13, N.Y. 
Mailograph Co., Inc Water Street, New York 4, N.Y 
Northmore'’s Home Products P. O. Box 754, Hich'and Park, 
Proper Press, Inc 129 Lafayette Street, New York 13, N.Y. 
Repiy-O Products Company 150 West 22nd St.. New York II, N. Y. 
John A. Smith & Staff 1) Beacon St.. Boston 8, Mass 
Cari G. Vienot, Inc 134 Summer St., Boston 10, Mass. 
Phillip J. Wallach Company 220 Fifth Ave.. New York 1, N.Y. 
DIRECT MAIL EQUIPMENT 
The Ademm Company 250 Third Avenue, New York 10, N.Y. 
Addressing Machine & Equipment Co 326 Broadway, New York 7, N.Y 
8B. H. Bunn Company 7605 Vincennes Ave., Chicago, IIlinois 
Davidson Corporation 1020 W. Adams St., Chicago 7, II 
B. Dick Company 5700 W. Touhy Ave., Chicago 3), Ill 
General Business Eavipment Co 615 S. State St.. Chicago 5, Ill 
Gestetner Duplicator Corporation 50 Mclean Ave., Yonkers © N.Y 
Inserting and Mailing Machine Co Phillipsburg, New Jersey 
Mailers’ Equipment Co 40 West 15th St.. New York Il, N.Y 
Master Addresser Co 6500 West Leke St., Minreapolis 16, Minnesota 
National Bundle Tyer Co Blissfield, Michigan 
Seal-O-Matic Machine Mfg. Co 401 Chestnut St.. South Hackensack, NJ 
Sloves Mechanical Binding Co., Inc 601 West 26 Street, N.Y. 1, NY 
Thomas Mechanical Collator Corp 30 Church St.. New York 7, N.Y 
CUTTING 
Clear Cut Duplicating Co 120 Greenwich St.. New York 6, N.Y 
Creative Mailing Service 460 North Main St.. Freeport, N.Y 
Spotts Mailing Corp 2388 University Avenue, St. Paul, Minnesota 
ENVELOPES 
American Envelope Mig. Corp 26 Howard St. New York 13, NY 
The American Paper Products Co East Liverpoo!, Ohio 
Atlanta Envelope Co., 1700 Northside Drive, P.O. Box 1267, Atlanta 1, Georgia 
Boston Envelope Co 7 High St.. Dedham, Mass 
Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, I!!., Chicago Sub 
Samuel Cupples Envelope Co., Inc 360 Furman Brooklyn 2, N.Y 
Cupples-Hesse Corporation 4175 Kingshighway Bivd., St. Lovis 15, Mo 
Curtis, 1000, Inc Capito! Avenue and Flower St., Hartford 6, Conn 
Direct Mail Envelope Co 15 West 20th St.. New York 11. N.Y 
Garden City Envelope Co 3001 North Rockwell St., Chicago 18, II! 
General Envelope Company 23 South St., Box 654, Boston 2, Mass 
The Gray Envelope Mfg. Co., Inc 55—33rd St. Brooklyn 32, N.Y 
Heco Envelope Company 4500 Cortland St., Chicago 39. Ill. 
McGill Paper Products, inc 501 Perk Ave., Minneapolis 15, Minn 


Sever & Wallingford 


John Guthrie 
Raymond Lufkin 
Trapkus Art Studio 


Bel-Thomas Printing Co 
8. O. H. Hill, Inc 


Catalog Planning Co 


Massachusetts Envelope Co 641-643 Atlantic Ave., Boston 10, Mass. 
Sheppard Envelope Company 1 Envelope Terrace, Worchester 4, Mass 
The Standard Envelope Mfg. Co. 1600 East 30th St., Cleveland 14, Ohio 
Tension Envelope Corporation 522 Fifth Avenue, New York 36, N.Y. 
Tension Envelope Corporation, 19th & Campbell Sts., Kansas City 8, Mo. 
Tension Envelope Corporation 5001 Southwest Ave., St. Louis 10, Mo. 
Tension Envelope Corporation 123-129 N. Second, Minneapolis 1, Minn. 
Tension Envelope Corporation 1912 Grand Ave., Des Moines 14, lowe 
United States Envelope Company Springfield 2, Mass. 
The Wolf Envelope Company 179-81 E. 22nd St., Cleveland 1, Ohio 


ENVELOPE SPECIALTIES 
Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, II!., Chicago,Sub. 
Direct Mail Envelope Co., Inc 15 West 20th St.. New York ll, NY 
Garden City Envelope Co 3001 North Rockwell St. Chicago 18, iit. 
Hodes-Daniel Co. inc 352 Fourth Avenue, New York 10, N. Y 
The Sawdon Company, inc 480 Lexington Ave., New York 17, N.Y. 
Tension Envelope Corporation 19th & Campbell! Sts.. Kansas City 8, Mo 


lL. P. MacAdams, Inc. 301 John St., Bridgeport, Conn. 


LABEL 
281 


Potdevin Machine Company 38th St.. Brooklyn 18, N.Y. 


LABELS 
9 Murray St., New York 7, N.Y. 


LETTER GADGETS 
Hewig Company 45 West 45th St.. New York 19, N.Y. 
A. Mitchell 111 West Jackson Bivd., Chicago 4, Ill 
August Tiger 545 Fifth Ave., New York 17, N.Y. 


LETTERHEADS 
Bel-Thomas Printing Co 223 Irving Ave., Brooklyn 37, N.Y 
R. O. HH. Hill, Inc 270 R Lafayette Street, New York 12, N.Y. 
Arthur Thompson and Co 109 Market Place, Baltimore 2, Md. 
Woodbury end Co Chadwick Square, Worcester 5, Mass 


MAIL ADDRESSING 
Eureka Specialty Printing Company 


MAIL ADVERTISING ) 
Benart Mai! Sales Service, inc East 45th St. New York 17, N.Y. 
Cardinal Service Corporation ie Broadway, New York 4, N.Y 
Century Letter Co., Inc 48 East 21st St.. New York 10, N.Y. 
Codd Advertising Service 607 East Van Buren, Phoenix, Ariz. 
A. W. Dicks & Co 386 Victoria St., Toronto 2, Ont., Can. 
Fair Mail Service 417 Cleveland Ave. Plainfield, NJ. 
The Lemarge Company 2332 Logan Boulevard, Chicago 47, Illinois 
The Letter Shop 214 Mission St., San Francisco 5, Cal 
Long Island Letter Service 212 Front Street, Mineola, N.Y. 
Mailograph Co., Inc 39 St.. New York 4, N.Y. 
Mailways 200 Adelaide St., Toronto 1, Ont., Canada 
Promotion Hortaleza 27, Madrid, Spain 
The Rylander Company 216 West Jackson Bivd., Chicago 6, Ill. 
Spotts Mailing Corp 2388 University Avenue, St. Paul, Minnesota 
St. John Associates, inc 79 West 45th St.. New York 19, N.Y. 
Woodington Mail Adv. Service 1304 Arch St., Philadelphia 7, Pa. 


MAILING LISTS—Brokers 
* Archer Mailing List Service 140 West 55th St.. New York 19, N.Y. 
* George R. Bryant Co., Inc 595 Madison Ave., New York 22, N.Y. 
* Walter Drey, inc 333 N. Michigan Avenue, Chicago 1, Illinois 
* Walter Drey, Inc 157 Federal Street, Boston, Massachusetts 
* Walter Drey, Inc 257 Fourth Ave., New York 10, N.Y. 
* Guild Company 160 Engle Street, Englewood, New Jersey 
* Lewis Kleid Company 25 West 45th St.. New York 19. N.Y 
* Willa Maddern, inc 215 Fourth Ave., New York 3, N.Y 
* Mosely Mai! Order List Service 38 Newbury St., Boston 16, Mass 
* Names Unlimited, inc 52 Fourth Ave., New York 10, N.Y. 
*D. L. Natwick 932 Broadway, New York 10, NLY. 
* James £. True Associetes 419 4th Ave., New York 16, NLY. 
* Members — National Council of Mailing List Brokers 


MAILING LISTS—Compilers & Owners 
Advertising Letter Service 2930 Jefferson, East, Detroit 7, Mich 
Allied Agencies P.O. Box 1149, Knoxville, Tennessee 
Alexander Hamilton Institute 6 West 24th St., New York 10, N.Y 
Associated Advertising Service. 19132 Sixteenth St., Port Huron, Michigan 
Bookbuyers Lists 363 Broadway, New York 13. N.Y 
Boyd's City Dispatch, Inc 114-120 East 23rd St., New York 10, N.Y 
Creative Mailing Service 460 No. Main St.. Freeport, New York 
Walter Drey, Inc 333 N. Michigan Avenue, Chicago 1, IIlinois 
Walter Drey, Inc 157 Federal Street, Boston, Massachusetts 
Walter Drey, Inc 257 Fourth Avenue, New York 10, New York 
Drumcliff Advertising Service Hillen Rd., Towson 4, Md. 
Dunhill List Company, inc 565 Fifth Ave., New York 17, 
Industrial List Burear 45 Astor Place, New York 3 
Jewish Statistical Bureau 320 Broadway, New York 7 
The Walter S. Kraus Co. 48-01 42nd St., Long Island City 4, 
McGraw-Hill Publishing Co 330 West 42nd St., New York 36, 
Mail-Ad Co 6238 Wilshire Blvd., Los Angeles 48, Calif 
Market Compilation & Research,..11814 Ventura Bivd., N. Hollywood, Cal. 
| a! Catholic Directory Lists 12 Barclay St.. New York 8 NLY. 
5. Ponton, In 50 East 42 Street, New York 17, N.Y 
My L. Rashmir 3123 LaSuvida Drive, Hollywood 28, Calif 
William F. Rupert 90 Fifth Avenue, New York 11, NY 
MATCHED STATIONERY 
Tension Envelope Corporation 19th & Campbell! Sts.. Kansas City 8, Mo. 
MULTIGRAPH SUPPLIES 
Chicago Ink Ribbon Company 19 So. Wells St., Chicago 6, Il! 
Tested Products Company Buckeye Building, Cleveland 15, Ohio 
Continued on Page 85) 


Penny Label Company 


Scranton, Pennsylvania 


THE REPORTER OF DIRECT MAIL ADVERTISING 


By 

4 

Pa 

j 

= & 

- 
3 
: 

» 


PAPER MANUFACTURERS 
Fox River 
W. C. Hamilton & 
Hammermi!! Paper 
international Paper Company 
Kimberly-Clark Corp. 
McLaurin-Jones Paper Co 
Mead Sales Company 


"220 East 42nd St., 


819 Public Ledger Bidg., 
Paper Co 
Paper Co 


Neenah 
Nekoosa-Edwards 
Rising Paper Co 


Port 


PARCEL POST BOXES 
Corrugated Paper Products, Inc. 
PHOTO ENGRAVERS 
Pioner-Moss, Inc ‘ 460 West 34th St., 
“PHOTOGRAPHS 
Eye-Catchers, Inc 
Moss Photo Service, Inc. 
National Photo Reproduction 
PLATES AND STENCILS 
Columbia Ribbon & Carbon Mfg. Co 
Remington Rand, Inc 


350 West 50th St. 


315 Fourth Ave., 


PRINTING 
Davidson Corporation 
Harris Seybold Co 


4510 East 71 St., 
8B. Verner 5 


SHORT NOTES 
DEPARTMENT 


(Continued from Page 8) 


[ HOW SILLY can this union busi- 
ness get? Irresponsible leaders are hurt- 
ing legitimate union causes. Reports 
from Pittsburgh pictured a comic opera 
situation, where striking Westinghouse 
workers picketed the offices of Ketchum, 
McLeod and Grove because advertising 
agency officials had participated in con- 
ferences with client on “public relations” 
during strike. Next thing we know, 
newspapers and magazines will be pick- 
eted for carrying any stories about or 
advertising from any company under- 
going a strike. 

Jad 

oe 
SH-H-H-H! Would $100,000 cash 
money interest any mail-order-minded 
Reporter reader? An old friend of this 
editor is willing to invest up to a hun- 
dred thousand dollars in a “good mail 
order or direct selling proposition.” Any- 
one want to sell? Write confidentially . .. 
and we'll act as a go-between. Operation 
must be centered in a certain eastern 
city between New York and Washington. 

eee 
[] WOULD YOU LIKE TO VISIT 
New Zealand? Just received a series of 
colorful, attractive, descriptive folders 
issued by the Government Tourist De- 
partment. H. H. McMullen, general 
manager of Direct Marketing Service, 
P. O. Box 2660, Auckland, C. 1, New 
Zealand says he'll be glad to send sam- 
ples to Reporter readers who write. 


() THE ADVERTISING FEDERA- 
TION OF AMERICA (330 W. 42 St., 
New York 36, N. Y.) has just issued 
a 40-page, 842 x11 inch booklet con- 
taining all essential highlights of the 
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2235 Utica Ave., 


207 East 37th St., 
New Hyde Park 3, New York 


Herb Hill Road, Glen Cove,N.Y 


020 W. Adams St 
Duane St., 


Appleton, Wisconsin 
Miquon, Pennsylvania 
.. Erie, Pennsylvania 
New York 17, N.Y 
Wisconsin 


College Press 
Davenport Press, Inc 
The House of Dyal 


Richmond Press 


"Brookfield, Massachusetts 
Independence Square, 


Philadelphia 6, Pa. 
Neenah, Wisconsin 
Edwards, Wisconsin 
Housstonic, Mass Bel-Thomas Printing 
Lutz & Sheinkman 
Brooklyn 4, N.Y 
Proper Press, Inc 


New York 1, N.Y. 


McCormick-Armstrong Co 


PRINTING—Offset 
Bachman Reproduction Service 
McCormick-Armstrong Co 


PRINTING—Letterpress and Offset Lithography 
223 


Montclair Business Service 
Paradise Printers and Publishers 


PRINTING —Letterpress 
South Lancaster, Massachusetts 
70 Main St., Mineola, L. I, N. Y. 
3 Irving Place, New York 3, N.Y. 
1501 East Douglas Ave., Wichita 1, Kansas 
23 South St. Box 654, Boston 2, Mass. 


Lithography 
259 East 43 Street, 
1501 East Douglas Ave., 


New York 17, N.Y. 
Wichita 1, Kansas 


Brooklyn 37, N.Y. 
421 Hudson Street, New York 14, N.Y 

One The Crescent, Montclair, N.J. 
Paradise, Pennsylvania 
New York 13, N.Y 


Irving Avenue, 


129 Lafayette Street, 


SYNDICATED MAGATINES 


New York 16, N.Y The William Feather 
New York 19, N.Y. Publications Digest 


Direct Mai! Advertising Assn 
Mail Advertising Service Assn 


New York 10, N.Y 


American Type Founders Seles Corp 


Chicaoo 7, III 
Cleveland 5, Ohio 


New York 7, N.Y Remington Rand, Inc 


last annual convention in New York, 
June 8 to 11. The book features 31 
outstanding speeches made by advertis- 
ing leaders, (including the direct mail 
session). Individual copies are available 
on request for a fee of 50¢ each. Elon 
Borton and his staff deserve a pat on 
the back for whipping it together so 
quickly... and in such a_ well-done 
fashion. 


[) MEET REN R. PERRY... the new 
vice-president for sales of Harris-Sey- 
bold Co., 4510 E. 71st St., Cleveland 
5, Ohio. Ren succeeds the “grand old 
man of the printing industry”... a 
slightly exaggerated label attached by 
almost everyone to everlastingly young 
and enthusiastic Harry Porter, who now 
becomes senior vice-president of the 
company. Harry will remain active in 
graphic arts and direct mail circles, but 
will work at a long-overdue slower pace. 
As General Salesmanager of the company 
Ren has been Harry's right-hand man 
since 1949, but started with Harris-Sey- 
bold in 1926... going up the quarter- 
century success ladder through many 


sales spots. All of his friends wish him 


Rd., Cleveland 15, Ohio 
New York 18, N.Y. 


Huron 
West 42nd St., 
TRADE ASSOCIATIONS 
17 East 42nd St., 
18652 Fairfield Ave., 
TYPE FACES 
200 Elmora Ave., 
TYPEWRITERS 
315 Fourth Ave., 


New York 
Detroit 21, 


17, N.Y. 
Mich. 


Elizabeth, B, 


New York 10, N.Y 


the best of luck. Also made new H-S 
vice-presidents; W. Ray Spiller (for 
engineering) and George C. Houck (for 
operations). You'll meet many of the 
H-S sales and advertising executives at 


the DMAA Convention in Washington. 


A PAPERBOUND, revised edition 
of “Hornung’s Handbook of Designs 
and Devices” is now available at $1.90 
per copy from Dover Publications, Inc., 
1780 Broadway, New York 19, N. Y. 
Contains 1836 basic designs and their 
variations drawn and classified by one 
of America’s foremost industrial and 
graphic designers. 


[) MINIATURES are always eye catch- 
ing. Somebody was sure to think of a 
gadget to accompany one. The promo- 
tion department of Charm Magazine 
(Street & Smith Publications, 575 Ma- 
dison Ave., New York 22, N. Y.). pro- 
duced a miniature edition of the fash- 
ion editorial content of the August 1952 
issue. Fifty-six pages, size only 2-'% x 3 
inches. The small magazine was packed 
in mailing carton along with a magni- 
fying reading glass... so that you could 
LOOK into the contents of one typical 
issue. Good work! 


Jad 


() THE 150TH ANNIVERSARY of 
the founding of E. I. du Pont de Ne- 
mours & Company, Wilming 98, Del. 
is being celebrated (in part) by the pub- 
lication of a magnificent book, titled 
“Du Pont... the Autobiography of an 
American Enterprise.” 137 pages, 9 x 12 
inches. Hard book cover. Produced by 
offset. Published by Charles Scribner's 
Sons, New York. Original printing was 
distributed by Du Pont to employees, 
stockholders and c s. Now being 
sold in bookstores for $5. A fascinating 
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historical story of the growth of the 
country and the far-flung DuPont busi- 


[) SPEAKING OF ANNIVERSARIES 
...our friends at Panther Oil & Grease 
Mfg. Co., P. O. Box 711, Fort Worth, 
Texas celebrated their 30th year by pub- 
lishing an 8-page, full size newspaper 
and sending it to a quarter million cus- 
tomers and friends. Tells, in news style, 
of remarkable growth of this company 
(aided and abetted by skillful direct 
mail). Get a copy for your idea file by 
writing Oscar Swallow. 


[) SALES OF POSTAL CARDS have 
dropped sharply since rate was jumped 
to 2¢ on January 1, 1952. No nation- 
wide figures yet available... but we 
know of one post office where sales 
in first eight months of 1952 were 40% 
lower than in 1951. 


eee 


[) WELL ... it actually happened! That 
old story about selling refrigerators to 
Eskimos came true. An appliance dealer 
in Fairbanks, Alaska is doing a booming 
business selling air conditioning units 
to local citizenry. We learned about it 
in an interesting press release from 
Fresh'nd-Aire Co., 221 N. LaSalle St., 
Chicago 1, Il. 


eee 


- WHAT A WONDERFUL WORLD! 
Department: A good addition to Alaska 
story also arrived by press release. West- 
inghouse Electric Corp., Mansfield, Ohio 
have announced a new electric clothes 
dryer which actually sings “How Dry 
I Am” at the end of every drying cycle. 
A specially constructed, electrically oper- 
ated music box is built into the machine. 


[) LAST MONTH we requested sug- 
gestions for a new definition of direct 
mail or direct advertising. Two volun- 
teers so far. Dick Randall of The Crosse 
& Blackwell Co., Baltimore 24, Md. 
suggests: “Direct mail (or direct adver- 
tising) is the medium for transmitting 
a message (sales or advertising) by the 
graphic arts directly to selected indi- 
viduals.” Seven words less than DMAA 
definition. Charlie Baake of Modern In- 
dustry, 400 Madison Ave, New York 17, 
N. Y. submits: “Direct advertising is 
permanent, printed, controlled advertis- 
ing direct to selected individuals.” Thir- 
teen words less than DMAA definition. 


[ MANY GOOD COMMENTS about 
Larry Chait’s article in the July 
Reporter... calling for a new approach 
in building maintaining and _ renting 
mailing lists. Subject shovld come ot 
in the open at the Washington DMAA 
Convention. Might form the founda- 
tion for another one-feature issue of 
The Reporter. 
eee 


[) MOST MEDIA PROMOTERS are 
doing a wonderful job of using direct 
mail to sell their space or time... even 
though the shoddy work of some has 
caused criticism. Latest superlative piece 
came from The Philadelphia Inquirer, 
400 N. Broad St., Philadelphia 1, Pa. 
Try to get a sample. A folder cover, 
titled “The A. D. Had a Dream.” In- 
side were ten 7-2 x 47% inch ruled cards 
on which were processed typed notes 
of a speech the Advertising Director 
thought he had to make in a dream. 
Also processed in blue on cards were 
handwritten notations, such as “don't 
louse up punch line!” —“develop & 
direct to most skeptical face” — “take 
off glasses — “use sincere tone” — etc. 
The story moves fast. It has humor. 
But the essential sales facts are put 
across with finesse. 


[) “NOT RECOMMENDED.” Many 
people have asked for our opinion of 
“Direct Mail Mathematics”... an article 
originally printed in the July 7 issue 
of Advertising Age and now being dis- 
tributed in booklet form by the National 
Research Bureau of Chicago. Our two- 
word caption is only possible answer. 
The authors attempt to invent a for- 
mula which with “uncanny accuracy” 
tells you exactly how much more you 
will have to mail in order to counteract 
increased third class postage rates and 
to “maintain profits.” The theory might 
make more sense if it was labeled “Mail 
Order Mathematics” . . . but even that 
is doubtful. The big majority of direct 
mail users are working with selective 
lists. They cannot mail MORE simply 
to reduce overhead cost allocation per 
thousand mailed. They cannot improve 
their direct mail efforts by using larger 
and poorer lists. It does direct mail 
(as a medium) no good to have people 
scared into a belief that the $5 per 
thousand increase in third class rates is 
an economic catastrophe. Wise business 
people will adjust their sights on the 
postal increases... just as they have 
adjusted to higher rents, higher salaries 
and higher everything. 
eee 


[) KEEP ON THE WATCH for re- 
newed activity on part of racketeer “pub- 
lishers” of phony directories (which 


never get published). As previously re- 
ported... the Post Office has issued 
fraud orders against numerous local out- 
fits... but current mailings prove that 
the racketeers are starting up again 
under different names, using practically 
the same fake invoice forms with clips 
from telephone directory. Warn your 
accounting department to be on the 
alert. Send evidence to us for forward- 
ing to postal inspectors. 


| 
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WHAT'S THIS? Department: Boyce 
Morgan, commenting on strange break- 
downs of mailing lists, tells us about 
a list of motion picture, radio, stage 
and TV personnel offered by Jim Mosely 
of Boston. Attached to description was 
this cryptic statement: “Includes 1340 
married men which could be mailed to 
as women.” Something queer about that. 


eee 


[) WILLIAM FREW of Paradise Print- 
ers, Paradise, Pa., thinks this Short Notes 
Department should pay some attention 
to the bulk rates on books or catalogs 
of 24 pages or more. Mr. Frew thinks 
we've focused too much attention on the 
14¢ per pound (1'%2¢ minimum) third 
class bulk. He figures some mailers might 
profitably change to a 24-page catalog 
(which can also include order blank 
and return envelope) to get advantage 
of 10¢ per pound rate, or 2.44 allowable 
ounces for the 142¢ minimum. That's 
okay if the increased printing cost can 
be justified... and provided a 24-page 
catalog is the correct format. 


| 
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() A 17-EVENING COURSE in Direct 
Mail is being offered by Northeastern 
University, Evening School of Business, 
360 Huntington Ave., Boston 15, Mass. 
Runs once weekly from September 16, 
1952 to January 13, 1953. Will be con- 
ducted by Don Segal, Boston manager 
for S. Cupples Envelope Co. Those in- 
terested can get information folder by 
writing to the School or to Don at 77 
Summer St., Boston 10, Mass. 


_ 
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(1 THANKS to all of you who helped 
make this Convention Reporter possible; 
the folks who furnished opinions, facts 
and case histories; the advertisers whose 
support gave us working space to tell 
a necessarily long story. Bound in this 
issue is a subscription card. If you have 
a business friend who could profit by 
this and future issues of The Reporter 
...pass the card along. But whether 
you use the card or not... tell us what 
you think about “How to Think About 
Direct Mail Readership.” 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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to carry an important message.... 
to deliver your new catalog safely... 


to package a new product.... 


When you need envelopes of any 
kind for any purpose... 


Phone HEGO . CApito! 7-2400 


.. HECO has a competent art 
and layout department 
for your convenience 


HECO 


ENVELOPE 
COMPANY 


4500 CORTLAND CHICAGO 39 
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thows no oxtra cost 


TICONDEROGA TEXT.” 


... Says the Printer 


“Most of my customers expect distinctive Ticonderoga 


Text to cost far more than ordinary text papers. The 


actual price always comes as a pleasant surprise.” 


Here’s what others say... 


THE PRODUCTION MAN .. “Wonderful THE INK MAN .. .""Great affinity for ink THE PRESSMAN .. .’Runs with less press 
printing qualities; wide choice of colors.” .. . excellent background for color.” time and spoilage.” 


TICONDEROGA TEXT... for that LUNURY LOOK “This job certainly 
Distinctive Ticonderoga Text gives that extra richness of texture, looks good on 


the quality appearance so important in announcements, brochures, TICONDEROGA 
book jackets, programs, etc. . .. whether you print letterpress, 


offset lithography or sheet fed gravure. 


Choose from Brite White, Cream White or seven attractive colors. 


Deckle or plain edge, laid or wove finishes . . . envelopes to match. 


| _ PAPERS FOR PRINTING AND CONVERTING 


For your cover select Ticonderoga Text Cover Weight. 


220 Eost 42nd Street, New York 17, N.Y. 
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